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The places she’s seen... 


The people she’s seen by... 


and sells! 
Fd 
Manikin 








, Beau monde 


America’s greatest 
fashion tribute, the 
Fashion Academy 
Gold Medal, has 
been awarded to 
Beau Monde Manikins. 








For beautifully illustrated brochures on the complete series of manikins by Korrect-Way 
call or write your Korrect-Way Distributor or Korrect-Way Division. 
American Fixture & Manufacturing Company. 2300 Locust. Saint Louis. Missouri. 









UNITED WALLPAPER RUBBERMAID EKCO 
Patented device holds book. Pattern and Increases sales, reduces selling cos ‘asy New Stainless Steel Diam 
olor selection made easy Cuts down to select...less out of ‘Best Sellers’’ Presents lovely new 


space required. 


Only six of hundreds of practical devices developed 
and produced by this research and merchandising 
minded design organization. 


patterns 
Wrrangements 


These units, because of their design, construction 


and beauty result in better retailing, through greater 

customer satisfaction; improved reserve stock and 

inventory control; less out of “best sellers’’ and 
HICKOK More Sales per Square Foot. 


Arranges belts by size and style. Ease of selection results 
in greater customer satisfaction. Organized space for re 
serve stock. 


BAILEY, GREEN & ELGER SPOOL COTTON 
New ‘Sales Slant’ button section. 500 styles on open view, Hundreds in use in hundreds of stores. Complete showing of 
10,000 in stock in drawers. More Sales...Faster Sales... notions of all types. Excellent space for reserve stock ‘with inven 
More Profits. tory control. 


COMPLETE 


W. L. STENSGAARD AND ASSOCIATES, INC. Bs, . aoe 


MALE WAY WON'T OO 
et suaée YOU wave 


346 NORTH JUSTINE ST., CHICAGO 7, ILLINOIS = J 2 “a couse Wee 


Specialists in Merchandise Presentation . Displays - Exhibits 


APRIL, 1953 
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PUBLISHED BY 


THE DISPLAY PUBLISHING COMPANY 


407 EAST EIGHTH STREET, GARFIELD 2050-2051, CINCINNATI 1, OHIO 


OUR NEXT ISSUE 


The interior display job done by 
Rich's, Atlanta, is outstanding; in the 
May issue it will be discussed in detail 
in a feature article . . . Another deals 
with the principles of open-front display 
. . « The series on self-selection selling 
continues ... and there will be a number 
of additional features of great interest 
... In the mail May 15. 


THE COVER 


The card copy tells the story of this 
display by Henry Callahan, Lord & 
Taylor, New York City: “As the werld 
watches, this year of Elizabeth launches 
@ season of splendor ... We show here 
the robe of a British peeress that will 
grace the coronation of ‘53." 


EASTERN OFFICE 


47 West 57th Street, New York City 19. 
Phone Plaza 3-5989. 


SUBSCRIPTION RATES 


Published monthly at $4.00 a year for the United 
States, Canada, Pan-American Countries, 
Philippine Islands and Spain; all others $5.00 
a year. Canadian and foreign orders payable 
in U. S. funds by International money order 
or New York bank draft. Single copies 40 
cents. Send all subscription orders direct to 
the publication office at Cincinnati. Changes 
of address must be reported at least two 
weeks in advance of effective date: other- 
wise missed copies cannot be _ supplied. 
Entered as second class matter September 20, 
1922, at postoffice at Cincinnati, Ohio, under 
act of March 3, 1879 
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Member 
! 
—_ | 
Audit National 
Bureau of Association of 
Circulation Display Industries 
8 | 


Pass This Issue Along 


You get the most value from DISPLAY 
WORLD when you share it with others. 
See that it reaches other executives of 
your organization and the members of 
your department. 


DISPLAY WORLD 


Noted displayman writes 


an exciting book about it 


















































Jim Buckley (of Saks Beverly Hills) says, in his new book* 
“In retailing, easel painters and sculptors join 

with interior decorators and industrial designers 

in conjuring up an atmosphere conducive to shopping” 





Our Mary Brosnan, mannequin sculptress extraordinaire, 

has so successfully assisted in conjuring up an atmosphere 
conducive to shopping that today you find more Mary Brosnan 
mannequins displayed more often in more windows and on more 
floors of more stores than any other mannequins ever made! 


| . 
MCW isuasdoe 498 Seventh Avenue = New York 18 + Dot Wiliams, president - Mary Brosnan & Durabelle Plastic Mannequins + Pacific Promotions 


*The Drama of Digplay By Jim Buckley. Pellegrini & Cuddahy, 41 East 50th Street, New York 





ONE truly NEW idea 
etail Store Display 
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m “Ol 
PANELS 


It's a wish come true! A truly DIFFERENT 
idea in modern display . . 
the Met-a-lloyd panel. 
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Pot. Applied F 25° long j f 
e r ” . 

— 2112” wide | ~ . 
Here's a chance to let yourself go! Met-a-lloyd panels are wre 
Shown are just a few ways you can use them to display your mer- : 
chandise. There are countless other uses. You are limited with 
Met-a-lloyd only by your own imagination! i 
Each Met-a-lloyd panel is made of rigid light-weight 22 gauge per- } i 

~/ 














forated metal, self-framed by its own gracefully rolled edges — ready 
for use RIGHT NOW. The wire fixtures you already have fit Met-a-lloyd 


perfectly. , Met-a-lloyd panels are designed and engineered specif- 


Works wonders when used with 
your display poles. 


ically to/accept your standard display poles, too. 


The finish . . . smart, lusteriess black . . . on BOTH sides. Met-a-lloyd 
panels harmonize perfectly with your wrought iron or other modern 


furnishings, provide beautiful, contrasting backgrounds that make 





your merchandise sparkle! Dress your store RIGHT .. . start today 


with Met-a-lloyd' Makes .a beautiful 
table top. 


The price to you: Carton of 3 panels $23.75 per carton. Order NOW 
—- SO we can get your Met-a-lloyd order ON THE WAY. 








| 
JOBBER INQUIRIES INVITED 


| 3 
Creates 
O —> — 
| ; ae catching 
A 
Designers and makers of distinctive Display materials a I 
for over 49 yeoPs. 


422 East Grand / Des Moines, lowa designs by lloyd 
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Copy Coutrol 










DETERMINES 
RESULTS FROM SIGNS 


wee 
%. j a — 
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oe 
Se a ee ee cay sane sone 


| Pratert goo & 


PROBLEM: How to get them? ssa - awn teem a tees 


ANSWER: A review of research on signing shows that 3 for $2.75 where individual price is $1.00. 
for maximum results merchandise signs should (I} give a Adopt SIGN REQUISITIONS with COPY CONTROL 


reason for buying or suggested use, (2) tell brand name which guide the writing of the sign message by using 
and/or descriptive name of item, (3) outline the im- rectangles of a predetermined length, so that the writing 
portant features of the item, especially those not which approximately fills the rectangles is the amount 
obvious, (4) state the price, including unit of measure if — of wording that will do the best selling job. The number 
needed, as well as the savings on multiple purchases, as of lines is also controlled by these copyrighted forms. 


Live OS 








DETERMINES 
QUALITY OF SIGNS 





PROBLEM: How to get it? 


ANSWER: A standardized layout on the machine is a natural follow-thru 
when Copy Control forms are used. Your Signs can whisper or shout, 
depending on your type selection. They will always be clean, fresh, polite, 


suggesting and persuading. 





* Write for Packaged Information M53X, show- S IE Pe D - RR E E 


ing complete follow-thru with description and Packaged Information M53X 


prices on all models of Line-O-Scribe. eo To 


Firm 





THE MORGAN CO. 


3984 AVONDALE AVE. 


APRIL, 
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Address 








CHICAGO 4}, ILL. 
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. and we think you'll like the idea of GRIP-TITE Tube 


Fixtures once you see what a WHALE of a job they'll do 


for youl! 


Here's what we're "spouting" about: 


JUTEBOARD TUBES . 


board tubes . . . decorative and attractive ... as well 


sturdy, more-than-just-card- 


as functionall 


GRIP-TITE TUBE SUPPORTS . . . clever, inexpensive little 


Pat. Pend. 


TUBE FIXTURES 


gadgets that hold tubes rigidly in place, in 


window or shadow box! 


GRIP-TITE COLLARS AND KEYS .. . metal 
bands that slip around tubes and LOCK in 
place with keys slotted for holding fixtures! 


GRIP-TITE SCREW FITTINGS .. . use your 
present display fixtures . attach to collar 
quickly and easily . . . and an attractive tube 


has become a WHALE of a displayer! 


Reach and use every inch of window space 











wasted space 
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For more information on these fascinating new display aids, write to... 


SIDNEY NEWHOFF ASSOCIATES 


1237-39 So. Olive Street 
Los Angeles 15, Calif. 


R-TEX COMPANY 


235 E. 42nd St. 
New York 17, N. Y. 


Or Contact Your Local Jobber 


DISPLAY WORLD 





























iL ly Bi cue, Views 


Your show windows and store displays 
will attract far more attention when 
lighted with Sylvania Birdseye Reflector 
Lamps. 


This is because Birdseye Lamps high- 
light important selling points and create 
appealing contrasts and shadow effects. 
Also like all Sylvania products, Birdseye 
Lamps are famous for quality, dependa- 
bility, and long life. 


* 


Sawe Time, Save Mauitonance, 


You'll find Sylvania Birdseye Lamps easy 
to handle and adjust. They save time .. . 
eliminate costly extra equipment. And, 
there’s no cleaning problem because their 
sealed-in reflectors can’t get dull or dusty. 


So, for displays that pay, insist on 
Sylvania Birdseye Reflector Lamps. 
Made in all needed styles and wattages. 
New illustrated folder gives full details. 
Mail the coupon for your copy NOW! 


* 






*Sylvania Trademark 


Striking windows of Haggarty’s Beverly Hills 
lighted with Sylvania Birdseye* Reflector Lamps 





Sylvania Electric Products Ine. 


| Dept. 3L-2904, 1740 Broadway 
New York 19, N. Y. 
Please send me new folder describing the full 
line of Sylvania Birdseye Reflector Lamps. 
y Name . 


y LIGHTING e RADIO e ELECTRONICS e TELEVISION —_ 


In Canada: Sylvania Electric (Canada) Ltd., University Tower Bldg. City 
St. Catherine St., Montreal, P. Q. 
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LONG, NARROW 





REGULAR 





WIDE, LONG 


EATON ° Velvety” 


GRASS MATS 


e 11 SIZES e 6 COLORS 







SQUARE 
SCATTERGRASS 












Sold only thru recognized Display Jobbers 


* TM. Reg. 











EATON BROTHERS CORP. 


HAMBURG, NEW YORK 



































egt 
lights the nation! 


DISPLAY e¢ ‘THEATRICAL 


STUDIO ¢ MOTION PICTURE 
RENTAL EQUIPMENT 


WHEREVER YOU ARE...WHATEVER YOU NEED 
_ in the way of unusual, specialized lighting, call on Jack Frost! For 
feature exhibits, shows, large conventions . . . for any display that 
requires exceptional lighting, Jack Frost is ready to serve you! And 
Jack Frost's unequalled national service includes complete installation 
and removal wherever you 







are. Rent all your specialized na 7 
lighting equipment from | JACK A. FROST, DEPT. G, 234 PIQUETTE AVE. | 
Jack Frost a tamous for | DETROIT 2 MICHIGAN 
lighting the nation’s greatest | AB SS | 
shows ... most spectacular l Please send me full information 
re ae on your rental service. 
displays! | 
FOR FULL INFORMATION ON | Name | 
RENTAL EQUIPMENT Die | 
MAIL COUPON, OR CALL | 
DETROIT, TRinity 3-8030 | City Zone ___ State 
L. cu aumen>esp cap ent ama em aman asenenanes ane ~ 
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with 


“Module Type’ Deca Poles 


When display space is at a premium, put “Module Type” 
steel Deca Poles to work for you. They'll help you create extra 
display space in areas and departments that would otherwise be 
impractical to use for display purposes. 

Robert McCorkle, display director of Bamberger’s, Newark. 
N. J., erected the series of coordinated fabric displays illustrated 
on this page. In doing so, he created his own display space by 
using areas that would not ordinarily be used for display pur- 
poses, such as open areas on the selling floor, department en- 
trances and traffic flow areas within the department. 

Built on raised platforms, many of the displays were erected 
with just two Deca Poles as their only means of support 
several in areas of heavy traffe flow without fear of being 
pushed or toppled over. In addition to their use as supporting 
members and for holding spotlights, the black Deca Poles add 
pleasing decorative lines to the displays. 

You too can create extra display space by using “Module 
Type” Deca Poles to take advantage of the unused display areas 
in your Sales-stimulating, free-standing displays are 
quickly, easily and economically erected anywhere you have a 
floor and a ceiling or the equivalent. 

Easy to erect and dismantle, Deca Poles leave no unsightly 
marks on floor or ceiling. Furthermore, they accommodate 
ceiling heights from 31 in. to 25 ft. Best of all, the steel poles are 
practically indestructible, and can be used over and over again. 

Mr. McCorkle, who first incorporated Deca Poles in his 
display program three years ago. estimates that every pole he 
has, and he now has over 450 of them, paid for itself in terms 
of material and labor costs saved the first time it was used. No 
other display prop offers such economy, variety of application 
or durability as “Module Type” Deca Poles. 

Why dont you investigate the advantages of Deca Poles? 
Write today for the new picture-packed broadside with complete 
information on both the steel Deca Poles and the new metal 


lined fiber Deca Poles. Ask for Broadside No. 40-D. 


Garrison-Wagner Co. 
2018 Washington Ave. St. Louis 3, Mo. 


store. 


APRIL, FS 


Create Extra Display Space 


an Illustration directly above shows one of the impres- 
. . . . . ry’ 
sive displays erected within the fabrie department. Two 
“Module Type” steel Deca Poles hold the large wood frame 
background while a third pole holds the spotlight. 


Illustration above left shows an overall view of the 
entrance to the fabric department. Three colorful free-stand- 
ing displays arouse interest and lead shoppers into the de- 
partment. 


Illustration directly below shows a fabric display erected 
in front of a post. In this case, the pole is used to hold 
the adjustable spotlights and to add pleasing vertical lines 
to the display. 




















There /§ a Difference 


In Display Fixtures for Perforated Board! 











The Difference Is 
SAFER... 
STURDIER... 


MORE ATTRACTIVE 
Displays When You Use 


Ss 
ae 4 
Ool-aits 

i 
Here is the one and only QUALITY display fixture line in the 
market today! HOL-DITS are expertly fabricated of finest 
steel. They are skillfully designed for utmost beauty and 
strength in every application. Finished with satin color, clear ZF 



















lacquer, these exceptional fixtures are strong, durable and 
wear resistant . . . practically indestructible. 


HOL-DITS fit any standard perforated hardboard panels. 
They come in a complete — of shapes and sizes for most 
every merchandise display nee 


Fixtures for either '/s"' or '4"' board available at no 
extra cost. 


Tees hol-dits + hol-board 


The Perfect Combination for More 
Effective ‘Custom Tailored" Displays! 
Get maximum results from the attention-getting, versatile and economical 
displays that you create, employ the finest in fixtures and perforated 


hardboard .. . 


USE hol-dits and hol-board! 
Remember ... there IS a difference. 

















Investigate this difference NOW. Write 
today for FREE Catalog "G" and further 


information. 





CROWN METAL 


MANUFAC TURIN G MPAN Y 
1100 W. WASHINGTON BLVD. CHICAGO 7, Itt. 


DISPLAY WORLD 








Standard finish 
in pickled oak. 
Special colors 
i to match 

your interiors 
10% additional. 

































1953 





APRIL, 


$147.50 








. 
CHEO PRODUCTS FOR st0O** 


HENRY’S 20-UNIT DRAWER BOX 
COUNTER SHOWCASE 
with glass top 


Get your merchandise out of ugly cardboard boxes and sell the 
modern way! Our Drawer Box Counter Showcase contains completely 
transparent plastic boxes, guaranteed dust-proof. Each plastic box 
has a style card slot, and an easy-grip pullout handle with the box 
cover remaining in as a permanent shelf. 

Because the merchandise is always visible, always clean and neat- 
looking, this smart piece of interior furniture becomes a silent 
addition to your sales force. And since merchandise can be stored 
in the unit in full view of customer traffic, you get added display 
value, eliminating wasted space, and increasing impulse buying. 


ee 62” 
Height Overall ................38” 
Depth ....... ae 


Individual Drawers: 16%” long, 
1144” wide, 4%e” deep. 





new ideas for 
FASTER SELLING 
by HENRY 


HENRY’S REVOLVING “SLAK-RAK” 


This amazing new space-saver helps you use up lost floor space 
while increasing your display area. Self-service is the keynote as 
customers stop, look and buy-on-sight! Revolutionary in concept, 
the smartly-styled, quality-constructed Henry Revolving ‘‘Slak-Rak’’ 
will pre-sell your customers while increasing the servicing ability 
of your salesmen. 
Equipped with Henry’s original Slak-Rak arm with the non-slip fea- 
ture, it is finger-tip revolved on smooth-rolling ball-bearings. 100 
chrome plated hangers revolve around a 14-inch centerpiece spe- 
cifically designed for display. Standard rack finished in light tan, 
black enamel or pickled oak. Special finishes to match your interiors 
at slight additional cost. 
Height 40” 
Diameter 44” 


“se HANGER KING" 
er & Gisplay Fixture corp. 


of America 


GARMENT HANGER EFFICIENCY EXPERTS 





450 SEVENTH AVENUE * NEW YORK 1, N. Y. © TELEPHONE BRyant 9-0852 
936 EAST PICO BLVD. © LOS ANGELES 21, CAL 


928 BISCAYNE BLYD. © MIAMI 372, FLA 
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eee f BE CONVINCED 


There is nothing like the S@eawcard MACHINE! 





















In singles or multiples, it produces more Unlimited choice of type, color combina- 
signs per day. Turns out professional jobs tions, and layout — vertical, horizontal, or 
in minutes — duplicates in seconds. angular. Prints halftones or other cuts. There 


are models to handle all requirements. 


Makes all sign jobs a matter of pennies. fee slog 
Quickly pays for itself out of savings .. . Easy to operate. Not a complex machine. 


And it’s built to last for years — backed by Requires no special skills or experience. 
a sweeping 5 year guarantee. 








GENIN 
£ 
BUCK Six ing 





Before you invest... 
INVESTIGATE 


See the one and only 
Showcard Machine 
before you buy 
sign-making equipment 















1196 Merchandise Mart, Chicago 54, Illinois 
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Create columns, curves, abstract 
shapes of almost any conceivable size 
or radius with Upson Easy-Curve Board 





Upson Easy-Curve Board frees your creative thinking from the 
tyranny of pre-formed shapes . . . opens the door to a whole new 
world of fresh ideas! For the exciting possibilities of this light 
and yet exceptionally durable—fibre board actually suggest 
numerous unique and original designs. You'll also find that Upson 
Easy-Curve Board has the same thirstless painting quality that 
distinguishes Upson Strong-Bilt Panels: one coat of oil, tempra or 
lacquer covers beautifully. What’s more, Upson Easy-Curve Board 
is more reasonable in cost than ordinary pre-formed shapes. Other 
Upson panels are available in ,%”, 4” and approximately *,” thick- 
nesses. The coupon will bring you more detailed information. 








MOBILES of almost any 
size or shape are easily, 
effectively made _ with 
Upson Easy-Curve Board. 











NAME 


EASY-CURVE srReeT 
BOARD - 





THE UPSON COMPANY 


714 Upson Point, Lockport, New York 


Send me detailed information on Upson 
Easy-Curve Board. 


NAME OF F'RM 


STATE 





APRIL, 1953 
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“LICO”" TOP FOR EVERY NEED! 


Made of heavy, highly polished 
durable plastic! 


NEW EXCLUSIVE FEATURE 
Plated Coronation machined fitting 
designed to take BOTH 144"'-20 or 
3"'.27 thread! 


No. Desc. Per.Doz. Each 
TZ-12—12" T Top $10.80 $1.00 
TZ-10—10" T Top 10.80 1.00 
R-8-Z—Ratchet Top 19.20 1.75 
OZ-6—6"" Neck Loop 12.00 1.10 
HZ-12—12'' Dress Top 15.00 1.35 
HZ-16—1i6'' Dress Top 16.20 1.45 
BX-9—9" Skirt Top 15.00 1.35 
RZ-13—13" Blouse Top 12.60 1.15 
BZ-9—9" Skirt Top 15.00 1.35 
VZ-12—12"" V Top 21.60 1.90 
WZ-12—12"" V Top 

w/prongs 22.50 2.00 
VSC-10—10" V Top 17.00 1.50 
S7H—16" Hosiery 42.50 3.85 


Request catalog on your letterhead. 
"Lico" Fixtures are available thru 
leading jobbers anywhere, or order 
direct. 


“LICO™ 


DISPLAY FIXTURES 
LUSTRA-CITE INDUSTRIES, INC.  itwon i.%: 


COMPARE... 


Bulktou sEAMLESS 
WORTH THE DIFFERENCE 


“@ The COLORS are BRIGHT and VIVID (not dull a drab) 7 
@ The PAPER is UNIFORM and CLEAN (not full of undyed specks and blotches) i 
@ The FINISH is ANTIQUE for true color value (not mottled and streaked) — 
@ SNAPPY RIGIDITY makes it easy to work with (not soft and floppy) 


INSPECT ~ BULKLEY DUNTON & CO.. Inc. 


Your Deliveries 






































FOR YOUR 


Bulkton DISPLAY DIVISION | cassava 


each carton of 


OFFICE AND CONVERTING PLANT ) Bulkton Seamless 


is sealed with 


9 Pennsylvania Ave., CORRY, PENNA. BULKTON TAPE 


Substitute TELEPHONE CORRY 2-5201 


Don't Accept o 
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C. BAR 


Ernestine Barrango wishes to acknowledge 
with deepest gratitude, the sympathy and 
helpfulness extended her in recent weeks. 
Always active in the C. Barrango Co., 
she will continue to maintain the high 


standards set by the company’s founder. 
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ANGO 












1906 - 1953 


28 MARCH 1953 
SAN FRANCISCO 
CALIFORNIA 




























Your Display Will Look Better With 


“NATURALIKE” GRASS MATS | 0-1. ua: 
eat aaa elie cians ca “ Display World 


better and “sell” better with “NATURALIKE” 


Grass Mats. Newly improved, with lines of 
stitching 1” apart -— closely trimmed, and dyed 
a verdant green, these ultra high quality mats 


will enhance your every display. 















Fireproofed and mildewproofed—made of the 
finest raflia—multistitched to a durable burlap 
hase, and made in the various sizes, also TUFF- 
TURF SPRINKLINGS — the new economical 
“fill-in” material for odd shaped spots difficult 
to fill with regular mats, available in 3 Ib. 
cartons—grass green to match your “Naturalike” 
grass mats. 


Order your “NATURALIKE” grass mats and 
TUFF-TURF sprinklings from your display 
jobber today — NOW! 


“NATURALIKE” are the finest 
GRASS MATS you can buy. 
Ask for “NATURALIKE" when 
ordering. 


g 


S MATS 
forgone dasptay: MEMORIAL GRASS CO. 


UHRICHSVILLE OHIO 


\ \ The newly enlarged, cloth bound binder 
4 for your copies of DISPLAY WORLD is 


now available. Maroon, with title in gold, 




















the binder opens flat as illustrated for 


AMERICA'S LARGEST MANIKIN REFINISHERS easy reference to the pages of any issue. 


fo larger quarters afl MAKES YOUR COPIES OF 
DISPLAY WORLD MANY 


3007 CANTON STREET TIMES MORE VALUABLE 
DALLAS, TEXAS @ Easily holds 12 copies 





@ Keeps copies clean 


; / , 
fo bubler serve its many old friends @ Handy for reference 


NEWG YORK 152 UW oest 25th Street CHICAGO: 11 South Desplaines Street +300 


~~ each pestpaid 
ME 














Exchange regulations permit the acceptance 


of orders for the UNITED STATES ONLY. 


DISPLAY WORLD 


CINCINNATI 1, OHIO 


FLASHERS 


Since 1900 









Force Attention, Increase Advertising Value 


REZF2ERS 
® ELECTRIC COMPANY 














wes RIVER ROAD RIVER GROVE, ILL. 











DISPLAY WORLD 






This functional Trim-rite unit 


can be adjusted, in a matter 


of moments, 


to perform 


more than 30 separate win- 
dow -or counter display jobs 
for both hard and soft goods. 


Contact your nearest jobber today for 
complete information about the econom- 
ical, multiple-use Trim-rite Displayer. 
Trim-rite Displayers are sold by these 


jobbers: 


ALABAMA: 


Fix-Play Corp 
2229 F rs? Aven Ta Norte 
- aas nqgr ary 


CALIFORNIA 

emmy Samuels Displays 
7 14 A A rs . 4 none 
Louis Stutz 

an Fernando Bida 
404 S. Main S$} Los Angele 


Jay Displays 
270 Ca ¢ - . 


44 


Dan Derieg Co 
COS MA sn San Ff 


Sylvan Cohen Displays Inc 
254 Ss "ter S ae f 


COLORADO 


Decorative Materials 
& Sales Company 
510 y+ Cerent Der 


Display Originals 
Ai] Marker Se Nar 


Wa! ter M. Martin 


Aranar Qe Denver ? 


CONNECTICUT 


Page Bros 
5 Mayes St. a artiord 


DISTRICT OF COLUMBIA 


Modern Displays, Inc 
714 Twelfth Avenue N.W 


WV 4 ‘ nator 


GEORGIA 
Melvin S$ Roos . Co 
Atlanta’ 
INDIANA 


RA Minear Oi + Co. 
208 S. Wa 


ILLINOIS 


Hecht Fixture Company 
? c ws L Cs fr" i 


a > . nen 
) > NN Lele 
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Midwest Display Products 
312-18 W. Illinois, Chicago 


The Fixture Mart, Inc 

314 West Jackson, Chicago 
wos. pony 

222 W. Chicago 
IOWA 


KVAM Displays 
805 Pierce St.. Sioux City 


MARYLAND 


Faliston Products Co. 
Fallston, Maryland 


MASSACHUSETTS 


Eastern Displays, Inc 
5! Kneeland. Boston 


New En one Decorators 
Supply 
122 K ines 2A Boston 


Robert S. Cooms Displays 
123 Sewa Ave. Brookline 


MICHIGAN 


Display Creations, Inc 
1332 Broadway. Detro't 


MINNESOTA 


Shur Nuff Inc. 

322 Ist Ave. N.. Minneapo’! : 
Tri-State Display 
Distributors, Inc 

12-14 Washington Ave. N 
Minneapolis 


MISSOURI 


Natione! Equipment Co 
919 Broadway, Kansas Ct 
Nu-Era Display Fixture Co 
808 N. 7th St., St. Louis 
The Garrison-Wagner Co. 
2018 Washington Avenue 
St. Louis 3 

The Harry Walter Co 

1617 Washington, St. Lou's 


NEBRASKA 


Oltman's Company 
1405 Douglas St.. Omaha 


Neatest trick of any year for 
solving your display problems. 


PAT. PENDING 


Omaha Mannequin Co 
404 Baum Bldg.. Omaha 


NEW JERSEY 


Original Salon Displays 
Newar 


NEW YORK 


Original Salon Displays 
439 Kings Hwy. Brooklyn 


Samuel C. Dutch & Son 
487 Washington, Buffalo 3 


D. G. Williams. Inc 
498 7th Ave. New York City 


Essig Display Co 


43 East |9th Street 
New York City 


OHIO 


Cappel! Display Company 
24 W. 3rd St.. Cincinnat 


Sonera Display Corp. 
140 W. 4th St. Cincinnati 


BB. Levy Fixture Company 
42| W. St. Clair, Cleveland 


OKLAHOMA 
Myron omg vonage 


21 W. 
Bttehene CG ty 


OREGON 

Nu-Art Advertising Studio 
761 Monroe. Eugene 
PENNSYLVANIA 

Hanick's Display Center 
of 7 ht 

138 S. rd. Philadelphia 6 
Naython's Display 

Fixture Company 

909 Ar » St. Di, adeipr } 


Art R. Cohen Company 
810 Penn Ave.. Pittsburgh 22 


RHODE ISLAND 
Crown Displays Inc 
400 Weybosset St. 
Providence 


SOUTH CAROLINA 


Decorative Supply Co. 
2 2 Co lege Charlotte 


Thompson Display Materials 
107 N. Brevard, Charlotte 


TEXAS 


Southwest Fixture Co., Inc. 
907 Commerce St., Dallas 


Charlie Mann Displays 
320 Hemphill, Fort Wort 


























































UTAH 


Commercial Display Co 
126 Regent, Salt Lake City 


Poo! Display Fixture Co 
220 East 2nd South Street 
Salt Lake City 2 


WISCONSIN 
Midwest Manniquin 
Displays 
532 N. Water Miiwaukee 
CANADA 
J. H. Hassan 
5083 Nanaimo 
4 - 


Vancouver 





Madison on omy 
422 We ‘ngt 
London, Ontario 























That's just about how long it takes you to create eye- 
catching displays that really stop customers. No fuss, 
no bother, no tools required to attach Space Alege. 


Just 1. Place the contour clips in the perforations. 








2. Seat the fixture by lowering it until it’s perpen- 
dicular to the Sgacebsard. Note how it conforms 


to the shape of the holes. The triangular back plate 















rests snugly against the panel, equally distributing 
the stress from the weight of the merchandise. Then 
...3, Trim it .. and you're done .. . that’s all there 
is to it. Just a one—two—three operation that gives 


you real display beauty in little more time than it 


| 


takes to say 
TRIM IT 


MERCHANDISERS 


By the way .. . send for our latest Space Rug brochure. 
Booklet lists a complete assortment of Space Rlipe for 
many types of merchandise. it’s yours for the asking. Write 
Dept. DW-4. 


REFLECTOR HARDWARE CORPORATION 
Main Office and Factory © Western Ave. at 22nd Place, Chicago 8, Ill. 
New York Officeand Showroom © 225 W. 34th St., New York 1,N. Y. 
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BEAVER BOARD* 
is available in several thick- 
nesses and lengths. 


~ 


BEAVER BOARD 


is a lightweight champ. 


BEAVER BOARD 


cuts cleanly and easily into 


any shape. 
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BEAVER BOARD 


has lots of “bend.” 





BEAVER BOARD jiAui 


iS 


inexpensive —costing 


much less than other dis- 


play boards. 


ASPHALT ROOFING © SHINGLES « SIDINGS 


ASBESTOS CEMENT ROOFING AND 


BEAVER BOARD 


SIDING SHINGLES « GYPSUM PLASTER 


LATH « WALLBOARD » ROOF DECKS 


is ready for use as is or 
can be easily decorated 


INSULATION 


ACOUSTICAL TILE 
FIBERBOARD 


by painting or any print- 


ing process. 


‘ea 
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to give your blouse & sweater displays 
“that life-like look”... 





+900 BEAUTY FORM 


COMPLETE WITH PLASTIC STAND 


$4 25, 


Less than 6 


@ $450 


FREE! WRITE FOR OUR CATALOG TO SEE THE COMPLETE LINE! 


RED WING PRODUCTS 























the world’s most glamorous plastic form 


No other form ever made as good, as perfect 
for Blouse and Sweater Display. Here is a com- 
plete Display Unit at a fractional, fantastic low 
price. Beauty Form fits any stand but in addition 
comes equipped with its own stand — Costs less 
than any unit on the market yet is ten times 
superior. Truly a Masterpiece of engineering! 
Display Perfection that’s breathtaking! Positively 
the most sensational Blouse and Sweater Form 
ever designed and in use by more stores than 
any form in the history of display. Nothing to 
replace or wear out. Will not chip, peel, crack 
or discolor. Felt pads accommodate pins. Tilts 
and Swivels. Dress up your windows and in- 
teriors — Order Beauty Form today. Greatest 
Value in America! 


BELLEROSE, N. Y. 
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Wee. : 


PANELS” 





@ baked-on resin enamel colors... 
stay fresh and clean. Won't fade, 
crack, chip or peel. 

@ in plain colors and intriguing 


mother-of-pearl! colors. 


@ priced low for general use. 






























Mirapeg 
Unfinished 
Ponels 
Mirapeg 
White 
Prime Cooted 
Panels 
Only Mirapeg gives you a choice of styles . . . unfinished, 
“ m7 * t ’ 6 
white prime coat, plain colors, and mother-of-pear| eee Sx Pree 
‘ , a o9 ° e* ° % 
colors. Only Mirapeg gives you durable baked-on resin 4 ee tat ieds 
4 J / ° e s . e° sd e s ee ae 7 
. , rr ° ° we “mT = ee 
enamel finishes. Ten different plain colors! Six different .* eee ° ‘ia ere are 
» -e ° & . ad e? ° 
mother-of-pearl color finishes! Here is perforated BF eS ig ae Ceo eeenees 
, : ed 0%. 
board to fit every display need. Made exclusively from oe ee 4 gon" jee eee nes 
é é “ . ° . 
, : ° ” « * > 
quality Masonite Presdwood . . . in %" and 4 <9 ° a5 we ee 2 
: , - a 
thicknesses . . . in 4x4, 4x6, 4x7, and 4x8 sheet sizes. 4 sowie ea £08 48 
Rae: 5 1. ¢.0s SS.” 
COMPLETE LINE of holding fixtures. Pin COE me 2 Sf eee 
. 

— P P P Mi ‘al . s © 
Write for samples and prices. A few key distribu- BAKED ENAMEL | Ri 
tor territories still available, write or wire. —— 

Mi RA : ILE MANUFACTURING CO., INC. 
Mi eg 
8201 S. WALLACE © CHICAGO 20, ILLINOIS BAKED ENAMEL 


Mother-of- Pear! 
Color Panels 


MIRAPEG is a product of the Miratile Manufacturing Co., Inc., designers and manu- 
facturers of Miratile De Luxe Tileboard, Miratile Marbleized Tileboard, Miralum 
Aluminum Panels, Miratop Counter Top Panels and Miratile Panel Hardware. 
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A quarter of a century ago there was a flourishing national 
organization for retail displaymen and a host of active display clubs 
in the United States. Today there is no such national association 

and one can almost count the number of functioning display clubs on the 
fingers of one hand. At market weeks you will find group after group 
of displaymen deploring this state of affairs and wondering what can 
be done about reviving the good old days, at least from the standpoint 
of display organizations. Emphasis is usually put on the need for a 
leader, someone with enough standing in the field to command a 
following and with enough time and willingness to work toward getting 
local display groups started and then knit them into a compact 

national association. 





As one of many who believe in the desirability of a good 
displaymen's organization of nation-wide scope, and a representative 
number of local clubs, I have given this subject a great deal of 
thought. Reluctantly, I have reached the conclusion that we will never 
see a return of the interest shown in display organizations some 25 or 
50 years ago. The reasoning back of this conclusion is this: 


From the beginning of this century until 1925 or so, display 
could reasonably be called a "new" development in merchandising, even 
though it had been in existence since some enterprising cave-man ex- 
hibited a handful of flint spear heads outside his cave to show that 
he was in business. From the turn of the century display fixtures were 
being designed to replace the cheese-boxes draped with cloth on which 
merchandise had previously been shown; new progress was being made in 
lighting techniques and in the production of light sources which took 
the place of, for example, the carbon bulb dipped in a mixture of 
Shellac and dye which some displaymen used for colored lighting. New 
ways of draping fabrics were being found, and methods of putting suits on 
figures so they would appear to best advantage. New and improved man- 
nequins were being developed. It was truly an age of newness in 
display. 

During this same time the displayman himself was evolving. In 
most stores he was eased, more or less without choice, into display 
Simply because he was available at the moment; the number of display- 
men who entered the field by this roundabout method probably over- 
Shadowed those who entered it direct and intentionally in those days 
by 99 to le. 50, most of them actually knew nothing of the principles 
of display. The windows were there, they had to be filled, and they 
went ahead and put the merchandise in as best they could. Those with 
some flair for the work found that they liked it and as they became 
more and more interested in how merchandise should be handled in 
display they began developing their own techniques for handling men's 
wear, or handkerchiefs, or women's apparel or shoes. Knowing so little 
-- because so little was actually Known at that time about display 
principles -- they naturally strove to learn more through contact with 
others in the same field. Information was passed along by word-of- 
mouth, and it was natural enough in the larger communities for clubs to 
be formed by these people with a common interest. From local clubs 
it was only a step to participation in national association work, and 
the attraction of national display (Continued on page 72) 














' ’ 
Add college cheers to your "Back to School" 
promotions with this Fildeen eye-catcher .’. . 







Custom colored unit is 30" x 43" in 7" bas re- 
lief with cut-out college figure attached $40 


Designed to round out the stadium theme are the 
football and basketball figures illustrated below. 
Cast of hard, durable rubber and gaily decorated, 
the football figure is 24" overall; the basketball 
figure is 22"' overall. 


Mr. Football. .$20 


ys 
ss 








Mr. Basketball $20 





fildeen displays, inc., 7517 















































































(ONY Markus ha set San lt ranciscans 


to oh-ing and ah-ing once again over 
his Window . at The W hite House 
lrees replete with pink apple blossoms 


appeared in the five windows on lower 
(Grant avenue and the corner of Post 
treet on Friday evening, March 13th, her 
alding early spring and Easter presenta 





tion ‘The upper branches creep right 
through the large glass panes, apparently, 
0 that part of the profuse and breath 


takingly beautiful blooms nestle close be 
neath the street awnings. Lively yellow 
canaries housed in large gray cages half in, 
half out of the White House windows, sing 
sweetly and constantly at passersby. 

‘We didnt want to risk getting tempera- 
mental birds,” savs Markus with a smile, 
“who might decide not to sing tor one reason 
or anothe r. al least part o1 the tine ‘| here 
lore we have provided a special tape re 
cording of birds singing. The sound effect 
is piped out to the street and amplified 
through speaker attached underneath the 
awnings. 

Mannequins exquisitely dressed tor the 
aster parade stand beneath the gay and 
realistic looking pink boughs or sit provoca 
tively in the lower part of one oft the tree 
trunk They tell a suit story in navy and 


Blossom Time At The White House 


By HELEN C. HICKS 





white with colortul accessories as the spring shredded cork was specially dyed to the Hecessal\ atter-addition C Drie person Is 
forecast same color used in the background assigned to take care of the birds, which 
Propped jauntily against the base of each The backdrop of each window 1s done in must be ted twice a day, including Sunday 
tree are bright accessories an umbrella, multi-tones of gray, ranging from the palest The 20 canaries, housed four to a cage, are 
mart tur pieces, handbags, pumps, jeweled = at the bottom to dark on top rented 
lipsticks, white gloves, and very white cos On the floor beneath each custom-built The cages and the trees were made up 
tume jewelry in handsome contrast to the bird CALC, which 1s a modern version of thi according to Tony Markus’ instructions by 
hredded Pray cork Hoos covering. This pagoda design, wa larg splotch of sand a a Los \ngeles display hrm: of Course each 


is made in two sections, one tor. the imside 


. +. : : 
, ‘ ot the window and its matching halt tor 
; ‘ { j , ” , 
: ‘ 5 Par Mey 


the outside 

The trees are made of California man 
zanita limbs, painted a dark gray to follow 
the general color scheme, with the knots 
dryv-brushed a lighter gray. The foliage, 
contorming so well to the natural look that 
you almost smell the apple orchard in bloom, 
was done in New York City to ordet 

The evening that the spring display was 
assembled in the windows, street pedestrian 
trafic stopped 100 per cent to watch. 

While no definite popularity check has 
been made since then, window. traffic has 
increased greatly over normal and the re 
sponse trom customers has been terrific 

“Windows of this type are not cheap to 
create, but thev are good advertising by 


—Bird cages, half in and half out of the win- 
dow and filled with live canaries, were es- 
pecially built for the spring promotion at The 
White House. A tape recording of singing 
canaries made certain that the proper sound 
effects would be heard even though the real 
birds might be silent at times . . . For the 
floating millinery, gloved hands were wired in 
place below the heads and invisible wires ran 
through the heads and hats and to a con 
cealed ceiling grill above— 





DISPLAY WORLD 














—Stylized feminine figures in wire, entwined 
with foliage, were used on cases throughout 
the first floor for the promotion, as seen at 
the right. At the lower right of this page is 
a view of the rattan archways interlaced with 
flowers and greenery . . . Center, split leaf 
philodendron and caladium leaves flower 
abundantly above the Gallia display— 


word of mouth,” explains Mr. Markus. 
“When you find that a large segment of the 
public is asking friends ‘Have you seen the 
White House windows?’ you've’ really 
achieved a plus value. 

“Oftentimes in unusual displays the gim- 
mick dominates over the merchandise itself, 
and yet our current selling response to these 
windows has been good.” 

The five windows carry direct overhead 
white spotlights focused on the models, 
while more general illumination comes 
from the sides. 

“The thought behind the lighting and 
colors,” says Markus, “is this: the mer- 
chandise and the flowers will carry the 
warmth for the window, while cold grays 
are used in the background, on the floor, 
and the trees. Brightly colored accessories 
give the needed lift to the navy and gray 
apparel the figures are wearing.” 

In three of the windows navy suits or 
slender-as-a-reed dresses with matching 
jackets, so right for San Francisco, are 
featured. Particular emphasis on the box 
jacket 1s noted. 

Two mannequins in gray dominate an- 
other window. One wears a dress. with 
three-quarter sleeves and a perky white hat 
with a downswept feather. The other fea- 
tures a gray suit with white hat adorned 
by red cherries. 

Twelve sleek feminine heads float mys- 
teriously in the air in the fifth window. 
Each head features one of the latest models 
in the Leslie James spring millinery line, 
and is accompanied by a pair ot gloved 
hands tucked demurely beneath the chin 
This particular window display was de- 
signed to tie in with a personal appearance 
of Leslie James at The White House. 

The accessory department was given a 
boost by highlighting gloves, scarts, ete. 
that they handle in color coordination 
with the millinery featured. 

This novel window, which has a floor cov- 
ering made of wood shavings dyed red, 1s 
made possible by wiring hands to the heads; 
another wire runs through the head itself 
and the hat, and each unit is suspended from 
an unseen overhead grill. 

Six other handsome windows, unrelated 
to the blossom-bird series, display additional 
millinery carried for the new season. 

The two main entrances to the well- 
known store, one on Grant avenue and the 
other on Sutter, are decked out tor spring in 
a pale green original design done in rat- 
tan. Each swirls gracetully upward trom 
four positions above the selling cases, meet- 
ing at the high ceiling level. The delightful 
apple blossoms introduced in the specialized 
windows are again seen here, entwining 
themselves with asparagus tern. Suspended 
from the top of this elaborate rattan unit 
is a 4-foot basket, lighted from the interior. 
The basket is loaded with rhododendron, 
ivy, and asparagus fern. 

According to Mr. Markus, these interior 
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overhead displays will be converted to use 
in the store-wide bridal promotion follow- 
ing the present event. The center unit will 
merely be removed and replaced with bells, 
ribbon, and other props suggestive of radiant 
June brides. 

Support columns throughout the first floor 
are decorated in widely spaced rattan 
screens. Four wire stylized feminine figures 
add additional interior interest in this early 
spring decoration scheme. They very defin- 
itely show the Tony Duquette influence and 
are made of heavy gauge %-inch wire 
painted pale green. They repose attractively 
atop several head-high display cases; ivy 
is twined artfully through their hair 

Kkach one is designed so that it can be 
dismantled easily at the torso, at the 
legs, and at the arms; also, the head can 
be taken off. 

“My thinking in planning these figures, 
says Markus, “is that in the future I can 
use any segment that | might desire.’ 

Near the archway to the Men’s Store 
and opposite the information booth 1s the 

[Continued on page 63] 
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N Manhattan the “Lion and The Lamb” 


month witnessed typical spring displays 
build-up ot 


emphasizing an intensive 


fashions for the great festival dav otf kastet 


many introduced with spirited tresh 
ness and developed with a flourish. Millinery 
promotions have been quite “heady,” vary 


ing trom = straighttorward presentations to 
hats 


banks or, as 


suspended on ribbons, planted 
at McCreery’'s, 


plots 


having 
HW) MOss “TOW 


ine’ trom real grass 
the settings at 
Display Director 


“She ll Walk 


(Oriental in teelinge were 


Kranklin Simons when 


Winston 


lones used the theme, 


in Silken Beauty this Spring. Natural 
color matchstick blinds tormed a section 
of an Oriental house supported by black 


lacquered posts and beams. On the window 


pane at the lett was applied a parchment 
placard, on which was lettered a_ partial 
history of silk the Story continued in 


adjoining windows of the series. Butter 
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ls Manhattan Display 


By VIRGINIA ROEHL 
Virginia Roehl Studio, New York City 


Hies attached to the window 
above the card, on the cherry blossoms held 
in a black rush 
chair and on the glove of one mannequin. 

At lett, the mannequin held a pale laven 
slim 


were pane 


lacquered container on a 


der silk parasol and wore a dress ot 


lavender and green print on white ground, 


with a lavender velvet belt. The cente: 
mannequin held a pale green parasol, tying 
in with the colors of her costume. Red 


flowers on ae white ground featured the 
dress to the right, along with long black 
gloves and a painted pink tan. The floor 
was white, and the lighting trom above 
—Upper left, by Winston Jones, Franklin 
Simon & Co. Upper right, by Henry 


Callahan, Lord & Taylor Lower left, by 

Edgar Tallman, Lord & Taylor Lower 

right, by Louis Villela, B. Altman & Co. . 

{All photographs by courtesy of Virginia 
Roehl Studio, New York City)— 





diffused through the blinds created a soft. 
relaxed atmosphere. 

A blackamoor and a chair 
as symbols of the opulence described in the 
main window copy at Lord & Taylor 
“aster A. M. Springtime P. M. 
Wonderful Fling of Silk Opulence.” 

The atmophere was continued by Display 
Director Henry Callahan 


sedan served 


(ne 


throughout the 
entire decor. The Zreen MOss-cove red floor 
was strewn with blossoms and petals and an 
island ot crushed pink styrofoam The 
hackwall dull gray with soit 
pink cloud effects. Hats and giit boxes were 
with gold 
hows, and butterflies. 


was mixed 


decorated lace, flowers, pink 
Fresh pink tulips and 
held in 


a peach tree blossomed in tubs 


mauve stock were rose tissue. 


Branches oft 
flanking the 
lined with beige brocade. 


gilded sedan chair. which was 


The bowing little 
blackamoor was costumed in pink trimmed 


with gold lace braid and suits and coat 
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worn by the mannequins were in charcoal 
gray or black silk. Schiaparelli gloves and 
perfumes were suspended from satin ribbons 
at the left and other of her products were 
arranged on the ledge in the foreground. 

Light, and airy 
ledge displays by Edgar Tallman, director 
of interior display, on Lord & Taylor's main 
floor when miniature mannequins posed de- 
signer costumes for summer wear .. . the 
accompanying illustration titled “Bill Atkin 
son’s Southampton Story for 
Yorkers.” 

Huge rose-pink and natural colored para 
sols, Oriental in design, were hung 
black metal Off-center, a delicately 
wrought iron stand held a miniature wicker 
tray with glasses. The weighty grass 


open Was a series of 


Young New 


from 
rods. 


rope 


—Above, by John Foley, Macy's . Below, 

by Walter Hazeltine, McCreery's . Upper 

right, by Edward von Castleberg, Blooming- 

dale's Right center, by Gene Moore, 

Bonwit Teller . . . Lower right, by Sidney 
Ring, Saks-Fifth Avenue— 
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chairs with large yellow’ felt cushions 
offered contrast in and texture. The 
seated figure wore a two-piece dress in a 


mass 


combination of gray and yellow, while the 
standing figure wore a soft white flannel 
jacket and shorts, with a red silk print 
blouse trimmed with white buttons 

At B. Altman, the entire bank of Fitth 
avenue was devoted to millinery 
featuring one specified color in merchandise 
and props to each window. For 
pressive presentation Display 
Villela used very large examples of 
dressing tables, in this instance painted in 
lemon yellow and white to bear out the 
copy: “New beauty for you in a _ newly 
feminine look Party-frosting White 
Under Lemon-lce.” 


windows 


this im 
Director 
Louis 


Gilded sconces set before the mirror were 
adapted to showing millinery 
small hats, surrounded by colorfully 
pharmaceutical jars and Easter eggs. 
furs and tashionable hat were 
plaved on the shelves of the vanity, while 

{Continued on page 76] 
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filled 
Hats, 


dis- 


heads 


boxes 
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SHOPPING 


Display At The Fairs New Unit 


probably had its beginning in California 
some years ago and has spread throughout 
the nation. Some downtown merchants 
have endeavored to overcome the loss in 
sales to suburban shopping centers’ by 


an exodus to the country or suburbs where 
completely changed the American mode 
The retailing problem now 
how to keep young people down on the farm 
millions of workers in great cities siphoned off by this 


now threatens to decentralize the very cities rapidly expanding movement from the city. 


it helped to build because it 1s making easy 

















keeping their stores open longer hours. 
thers, through the medium of the new 
drive-in shopping centers, have taken a 
more direct course to compensate tor lost 
business. 

The Fair Store’s new branch unit in the 
Kvergreen Park shopping center, Chicago, 
with parking space available on two levels 
for several thousand cars makes full use of 
the role the family car plays in present 
day living. The store is an outstanding 
example of how modern designers are chang 
ing the complexion of the department store 
Store planning and equipment by the Grand 
Rapids Store Equipment Company were 
built around facts substantiated in advance. 
Its planned features incorporate full utiliza- 
tion of available area, balanced departments 
and service facilities, visual selling, well 
directed trafhe, and customer convenience 
in an informal environment. Its exterior 1s 
of pure cubical proportions, with almost no 
windows. Of its five windows three are 
of the conventional type and two have open 
backs, one large enough to display the 
furnishings of an entire small apartment 


—Above is a bird's-eye view of the new Ever- 

green Park shopping center. The Fair's new 

unit is located at the upper left center where 

the two lines of stores meet .. . Left, one of 

the store's display windows is large enough to 

show the furnishings for a complete small 
apartment— 
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—Right and center, the store layout was 
carefully planned to facilitate traffic flow and 
to make shopping easy and pleasant. Light- 
ing is a combination of fluorescent and in- 
candescent. (These two photographs are by 
courtesy of Grand Rapids Store Equipment 
Company, Grand Rapids.) . . . Below, a 
fashion window by Frank Parella, display 
manager of the unit— 


as seen in the illustration. The unadorned 
exterior contrasts sharply with the dramatic 
presentation of merchandise throughout the 
interior. Spacious entrances from parking 
lots on both levels provide an additional 
main floor selling area. 

The overall planning departs from the 
orthodox method by means of wide aisles 
pre-planned for fluidity of traffic movement. 
They are laid out so that customers can 
make a tour of an entire floor and _ traf- 
fic is ushered to the upper floors by motor 
stairs placed where aisles converge. The 
electric stairs, flanked by tropical plants, 
are painted a common color for easy recog- 
nition from all over the floor. 

Various departments on a floor can be 
located from almost any point. Soft, muted 
colors are combined with spicy tones, de- 
pending upon the accent to be given the 
merchandise. Decorative interest 1s achieved 
by new wallpapers and modern plastic 


By MARIE HOSFIELD 


fabrics, and rare and beautiful veneers in 
two shades — light to complement women's 
ready-to-wear and natural dark tones in 
other departments. Free-standing equipment 
makes all walls movable; entire departments 
can be changed and sections expanded or 
contracted for seasonal requirements. Par 
titions are independent of lighting so that 
changes can be made quickly and easily. 
Wall displays are handled wherever possi 
ble in a manner to create warmth and a 
feeling ot space. Store fixtures are designed 
to gain space and adjustable shelves in some 
departments replace flat top tables, bringing 
displays to eye-level. Employing perimeter 
stock rooms, each department has complete 
stocks close at hand. The sales area 1s 
uncluttered since stock trucks can make a 
complete circuit of any floor through the 
stockrooms. 

The fashion window illustrated here sug 
gests a patio by a panel in the background 
on which a window 1s painted. Flowering 
vines, shrubbery and the two doorways that 
flank the panel, draped with macaroni 
sprayed in pastel shades, jardinieres and 
stone benches imply that the scene 1s 
distinctly al fresco. 

Lighting is a combination of incandescent 
and fluorescent, with incandescent corner 
lights removable for installation ot spot 
lights The lower level, however, 1s 
equipped with fluorescent lighting under an 
egg-crate ceiling to eliminate shadows 

Throughout the store showcases are set 
in line with open ends between cases afford 
ing complete coordination and continuity ot 
vision 

[Continued on page 77] 
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\ Breathe 
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Cooperative Efforts Feature 


month for the Los 


Some of them 


T has been a hectic 
Angeles area displaymen. 
as three complete window 


week going 


had as many 


changes during one when the 


got roughest 

Highlight of the month tor the downtown 
store directors revolved around 
thei 


tashions 


display 


simultaneous unveiling of spring 
This effort brought nice publict- 
(One 


columns to photos ot 


morning 
their 


ty in the newspapers. paper 


gave six win 
dows, and the publicity pulled thousands ot 
additional shoppers into the downtown area 
Haggarty's 
Henry Jampol tied into the spring tashion 
theme by 


to view the displaymen’s work 


each to a 
Paul Smith 
“Bird and But 


giving one window 


tamous cle Signet Robinson's 


had a series of windows on 


terfly Prints” for spring. Stanley Thomp- 
son, at The May Company, welcomed spring 
with the theme, “Look, look, look at the 
Wild, Wild used abstract de 


sign elements. 


Colors’ and 
In addition to going along with the down 


town stores, the branch store 


upon to 


outlving 
called 
additional 
Support for a 


displaymen were come up 
display 
affairs 


Mira le 


with some cooperative 
number of community 
and events Nineteen stores along 
—Upper left, a view of the interior of the 
new mens wear store of Eddy Harth . . 
Upper right, by William Meissner, Ohrbach's 
. . Lower left, by Stanley E. Thompson, The 
May Company-Downtown . . . Lower right, 
by Robert E. Rough, The May Company- 


Crenshaw— 


Mile, for example, joined in the annual 
three-day Dollar Day event. Shortly there 
after 11 stores along “the Mile” were back 
at it again supporting the Garden Club's 
annual International Flower Show at Holl) 
Park. 


For this “do”, 


wood 
which was given a helptul 
coordinating Margaret Fintrock’s 
Miracle Mile leaders of II 
local Garden Clubs installed table arrange- 
ments ot cut flowers in I] 
While the flower 
integral 


hand by 

Association, 
store windows. 
arrangements became an 


element of each display, they 
merely enhanced the merchandise and were 
not allowed to dominate it. Small 
identified the arrangers of the flowe1 
plays, and 5 by 


national 


cards 
dis- 
7 cards plugged the Inte 


Flower Show 
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Los Angeles Displays 


Another conversation piece wherever dis 
playmen gathered to talk 
around the quite 
furnishing store 
Harth in the Statler building on 
Wilshire boulevard. Designed by Victor 
Gruen, one large section of the 5,000 square 
foot merchandise on 
levels which are joined together by a 
ing’ stairway. Planes of 
vermillion, blue and yellow integrated 
to indicated space. Other interesting fea- 
tures in this store include a large gay-toned 
cage tor the display of furnishings and 
murals showing men’s costumes throughout 
the ages with lighting effects. 

As this report goes to DISPLAY WORLD, 
many displaymen 


revolved 
men's 


Keddy 


shop 
revolutionary 
recently 


new 
opened by 
Center 


three 
“fHoat 
white, 


store displays 


color 


were 


special 


local were tidying up 
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final plans for tie-ups with one 
paper's 20-page promotional feature, 
Fashions for Men.” 
Kmphasis will be on the 
at the Right 
California 


morning 
“Spring 


(Clothes 
highlight 
promotion 1S 
400,000 
will be thinking of 
and Easter gifts. It 
represent an elaborated repeat of last 
inaugural and 
men's fashion promotion. 
that millinery has 
of today’s harbingers of spring,” 


“Right 
theme and 
This 


more than 


Time” 
styles. 
reach fam) 
time thes 
merchandise 


destined to 
lies at the 
spring 
will 
successtul 


vear's highly 


become on 


Bill Meiss 


“It seems 


—Abcve, by Harold Kelly, Desmond's . 
Lower left, by R. A. Pennoyer, Dohrman's .. . 
Lower right, Joseph Tilner, Mullen & Bluett— 





By HOWARD KUHN 


ner told us “This is particularly 
folks, and we at Ohrbach’s arent 
excluded.” So for one of Ohrbach’'s 
spring tashion 
papier mache 
oversized hat 


Pink 


whimsical 


true to 
urban 
to be 
tie-ups 
Meissne! 
ut of an 
black. 


ltl a 


with the theme, 
popping 
pink 


formed the 


used a tree 


box et and 
angel's hau setting 
manner and attention 
millinery by the 


the display. The 


Was 


ton used on simpli ity Ol 


word “simplicity,” by 


the way, is becoming the keynote in the Los 


\ngeles display trend away trom = ginger 


detail 
wash to a me 


bread and truit cake multiplicity ot 
Well lights prov ided a blue 
dium gray background. “Hats as fresh as a 
Breath of Spring’ appeared on the lid otf the 


hat box, with a veiled pink straw to the left 


[Continued on page 73) 
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—This wallpaper ‘Decorating Center” used by 
United Wallpaper Company reduces the 
space for showing the papers from as much 
as 70 to 7 feet. It is considered a genuine 
contribution to the improved self-selection and 
selling service for wallpaper in all types of 
stores . . . This timely display in coronation 
colors of royal purple and cream shows the 
"Queen" sweeper of Bissell . . . (All displays 
shown with this article ore by W. L. Stens- 
goord & Associates, Inc., Chicago and New 
York City)— 


At this point | believe we must concern 
ourselves more seriously with the movement 
from the shelves of the store to 
This I term the third and 


phases of the cycle of selling by 


ot goods 
the consumer 
fourth 
which we produce a completed sale of goods 
to the consumer. 

Phases one and two are pre-selling such 
as advertising and promotion paid for and 
controlled by the manufacturer of the goods ; 
this has little or no resistance and depends 
upon the ability to buy space, therefore we 








BISSELLS SWEEPER 


$ “few weed S sresel ve cogpteey , 


AUICK On Tre Pick 


Completing The Cycle Of The Sale 


W. L. Stensgaard & Associates, Inc., Chicago; 
President, Point-Of-Purchase Advertising Institute 


{ Ix economy depends On the consump- 
tion ot goods, not production (;00ds 


must flow at rate of production to the 


consumer, otherwise we either have short 
ages or excessive inventories which mean 
filled warehouses and reduced prices lor 
liquidations. The reorders on which out 
production thrives depends on the rate of 


consumption which in turn depends on our 
selling ability 


"Address delivered at the 


Symposium of the 


Advertising Institute, Chicago, 


Point at Purchase 
April | 


By W. L. STENSGAARD, President* 


term this the “down-hill” phases of selling. 
three “up-hill” be- 
cause they depend on the retailer or dealer 


Phases and four are 
acceptance and cooperation within his prop- 
erty or place of business. That is why, ot 
course, phases three and tour of the selling 
cycle are ditheult to accomplish. 
The pre selling of 
telling people about the 
benefits im good tore eful 
media. 
is national advertising or Phase No. 1 of the 
cycle tor making the 


more 
goods 1S, we believe, 
goods and_ their 
advertising of 
national basis 


Various Such on a 


sale. 




























































































































local advertis- 
there are many good types. 
have completed the pre-selling 
No. 1 and No. 2, which brings us 
to the point of assuming that the customer 
is interested and must find the 
goods to satisfy the desire to participate, 
to buy. 

This point, Phase No. 3, comes into play 
for any 


Phase No. 2 Wwe believe 1S 
ing, of which 
Now we 


phases, 
locate or 
to own, or 
goods sales 


successful consumer 


plan. Here we enter the field of display or 
merchandise presentation at the store... or 
point-of-purchase. The goods must be seen 

must be located must be identi 


hed and must appear to be as good or 
illustrated and 
Theretore 


stated in the ad 
identification and 


better as 
vertising. 
become 


presentation now important. 


Also, we must appeal to the traffic passing 


vers 


the store to tell them again that here is the 
product you saw advertised ... and tor this 
we need good window display. 

It properly handled, window 
doubt the 


display 1s 


without cost advertising 


lowest 


and exposure method available. Here we 
can show the product in reality, in third 
dimension, with improved interest and 


showmanship which includes color, motion, 
and illustrated or demonstrated 
the product. Usually window 

culation is available at little or 
excellent window displays are available at 
approximately 10c to $1 per 
1,000) circulation. By comparison, today 
it costs $20 per 1,000 even to send a post 


facts about 
display cir 
no cost and 


a cost of 


—The eye-catching mechanical action of the 
long-necked giraffe and the side-to-side motion 
of the thick-necked hippo give point to the 
"Your Neck is Our Business’’ slogan used by 
Arrow. Nautical side units emphasize copy 
features and display various collar styles— 
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—Hickok believes in real follow-through at 
the point-of-purchase to add the final punch 
to its national advertising. At the right is 
a complete window display set the company 
makes available; its purpose is to show "Sierra" 
belts and buckles in dramatic form to impress 
shoppers with the range of sizes, colors, and 
styles available . . . Center, a counter unit 
which tells the selling story again and also is 
designed to stimulate impulse sales of Hickok 
products . . . Below, two Hickok self-selection 
units in use at The Hecht Company, Wash- 
ington— 


card to prospects, and printing and address- 
ing are extra. Other circulation in news- 
papers and magazines, billboards, and street- 
car advertising will cost in the neighbor- 
hood of $3 to $10 per 1,000. 

We believe that good planning will divide 
the budget for a successful program ade- 
quately to cover the four phases tor com- 
pleting the cycle of the sale. Certainly we 
appreciate that at the point-of-purchase we 
show the actual product and illustrate or 
demonstrate its uses, its benefits, and most 
of all we say . “Here it is 
can buy it.” 

Now we follow through to the store in- 
terior, the department or the section or the 
counter where the goods are actually shown 


. here you 


chor Sierr,) 


VIVA SIERRA 


WE HAVE YOUR FAVORITE COLOR AND ETYLE * 


LA SIERRA DON SIERRA 


r nce aE be hies 
} rf ‘ 
BUCKLE 


Ns @2G4" ot 


BRAVO SIERRA 


and sold. Here we should easily find the 
product because of our planned “follow 
through.” A display idea or arrangement 
or demonstration that does justice to the 
advertising investment will allow the prod 
uct to speak out above competitive products 
shown in the same section, of which there 
The third phase of the sales 
cycle is truly the “third dimension” phase 

the real thing, no picture, no substitute, 
but the product in all its glory. This pre 
sentation is designed to satisfy all the ex 


may be Many. 


pectations which have been stimulated by 
the words or illustrations of good adver 
tising. 
Certainly we realize how important. all 
this can be to the effectiveness of our in 
vestment in Phases Nos. 1 and 2 ot the 
selling cycle. These may have included na- 
tional magazine and newspaper advertising, 
also TV and radio, and all of these may 
have stimulated the customer to buy. How 
ever, there is a great difference between 
the desire to buy and the actual ability to 
buy. Theretore, it 
sure that this third phase of our sales cycle, 


behooves us to make 


including the ease of self-selection, 1s ac- 
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complished. The answer too often is “Our 
budget is all spent on advertising” and so 
often this is because the manutacturer or 
client is much concerned about the ability 
of anyone to help him tollow-through and do 
a job at point-of-purchase without waste 
of time and effort. There is little it any 
advertising without waste circulation A 
program well planned will have less wast 
and this is also true with a good point-ot 
With the knowledge and 
experience, plus good methods, 


purchase program. 
research 
plus reasonable testing there 1s little need 
for any teat about the successtul point-of 
purchase program and the investment will 
assist to insure the returns trom all othe 
advertising expenditures. We see today a 
much greater appreciation by the manutae 
turer ow No. 3 of the selling cvel 


[ ( ontinucd on page 54] 
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by ae ehring 


Display Designer and Consultant 
New York 


Arrangement: This June bride's window is made up 
ot several elements combined to form a single unit. 


Properties: Fine pieces of silver are promoted in 
this display, arranged on the floor of the window. 
Above them are suspended afternoon, dinner and 
buffet menu cards enclosed by a ribbon streamer 
bearing the copy and decorated with cherubs. 
Copy card is shown in lower right of window. 















Arrangement: This spring housecleaning display 
consists of three definite units. Neatness is noted 
in the display of the merchandise. 


Properties: The busy homemaker is shown. sur- 
rounded by up-to-the-minute housecleaning aids. 
At the left a roll of floor linoleum serves to support 
miscellaneous items. At the right is a display of 
tiling. Cleaning aids are neatly arranged on 
tloor ot window along with COpPy card. 








Arrangement: Two units make up this lingerie dis- 
play. Its arrangement is simple yet appealing. 


Properties: Bamboo poles are attractively arranged 
and decorated with large colorful butterflies. Nylon 
slip and petticoat are displayed against the poles. 
Copy card is flanked against pole at right of 


window. 
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Arrangement: This mens display of ties consists 
of two definite units neatly and attractively 
arranged. 


Properties: Each display unit shows a selection of 
ties appropriate for the shirt. The caption “How 
to Mix Them" is displayed above the unit. Copy 
card is shown in lower foreground. 
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Arrangement: ‘Pep Dad up in Stripes’ suggests 
the caption in this shirt display consisting ot three 
definite units. 


Properties: Oversized peppermint candy sticks with 
copy caption above them make appropriate props 
for the display of men's striped shirts. Striped 
shirting material is displayed in back of the shirts. 
Mannequin at left of window balances the shirting 
material. Copy cards are shown in lower fore 
ground. 





Arrangement: Two definite units are noted in this 
men's shoe display. 


Properties: The window shows a farmer watering 
shoes with a sprinkling can. The caption above 
reads, ‘And They're Waterproof, Too. 
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sé T'S 


Spring Fashion Time on State 
Street” was the theme with which Chi- 
cago’s famous thoroughfare greeted the 

early arrival of the most invigorating o1 

It was a very different spring 

as seen in Chicago's windows, however 


all SCASONS 


Noticeably absent were the promotions ot a 
specifi color, the proverbial tulips and cro- 
and the big eared bunnies. Perhaps 
omitted pro 
fusion of flower-laden hats that bloomed 1n 
most of the big windows, but more probably 


CUSCS, 


flowers were hecause of the 


because there has been a growing trend 1n 
local display toward a simple arrangement. 
and were extensively 
and except tor children’s windows one would 


Panels screens used 


hardly have known this is the time when 


rabbits lay colored egzrs and shoppers search 
tor a color proclaimed by tashion writers 
leader 


Schlademan., 


as a stvle 

Reed 
ceeded in showing 72 hats in four windows 
ot Lhe into double 


CONES ach scene represented 


display director, suc 


fair by dividing them 


with screens 


the interior of a millinery shop, glimpsed 


opening in one ot the panels 


through an 



































Chicagos Spring 





The screens selected bore stylized rabbits, 
signifying the importance of a new hat for 
the kaster parade. The open panels were 
treated as a window through which a pros- 
pective customer viewed the collection, 
grouped on black wrought iron tables. One 
of the panels that picked up the color of the 
was brought torward to the window 
vlass where it provided a prominent location 
for the legend, “Let the gayety, the color, 
the newness that is part of 
your head in typical feminine manner.” 
Panels were again by Schlademan 
to help show paintings, sculptures, and mo 
biles, the work of art students of the Chicago 
public and parochial The 
conducted a comprehensive exhibit of the art 
on its eighth floor, supported by the win 
dows 


hats 


aster, g0 to 


used 


schools. store 


The art pieces were used as decora 
tive touches in the windows for a showing ot 
navy blue spring coats under the title, “Coats 
are becoming navy for this seasons big 
Backgrounds were navy and a tor 
ward panel of expanded metal and an open 


panel projected two of the coats while the 


show.” 


third was silhouetted against the dark back- 


Displays Vary 


The 


was 
worked out with a decor of red, white, and 
blue. 

A neat and orderly arrangement of pots 
and pans was the work of Reed Schlademan 
for a display during Lent when interest in 


wall. entire bank of windows 


housewares is high. The props consisted of 
three panels and two shelf arrangements 
for the showing of the utensils. Two panels 
were covered with wallpaper, the motifs of 
which were taken from the Fireside Cook 
Book. One of the motifs was enlarged by 
an artist in the display department for the 
center panel of simulated brick. The win- 
dow was predominantly pink, the color 
that dominated the wallpaper. 


The extent to which  fteather-weight 
mens wear has tound a place in women’s 
fashions was illustrated by John Moss, 
director of design, Marshall Field & Co, 
under the title “Borrowed from the Men.” 
Women’s suits of alpaca, hard finished 


worsted, thin tweed, silk suiting, and shark- 
skin fabrics were compared with the cov- 


eted tailored look ot a well dressed mani. 
While the five windows featured tailored 
suits for women, male mannequins were 


introduced but kept well in the background 
sometimes the man seen as if exiting 
through a door in the backwall or, as 
shown in the photograph, he was placed at 
the rear in an open doorway. The impact 
of male mannequins in windows devoted 
almost exclusively to women's fashions 
made the impression. A definite 
masculine feeling permeated the series, each 
of which had an item of interest to men 
in this life sized boxer dog. The 
feather-weight feature was. stressed’ by 
feathers on a balance scale hung low in the 
window and suspended from the ceiling. A 
few of the feathers were scattered on the 
feature card, along with a baby chick. 
Moss keved 
set in an art gallery by means of 
ized 


desired 


Case, a 


displays 
marble- 


another series of 


screens. The series was designated as 
“The Fashion News comes in Twos,” mean- 
ing in the display shown here the coat plus 


—Upper left and right, by Reed Schlademan, 
The Fair Store .. . At left, by John Moss, Mar- 
shall Field & Co.— 
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Traditional 


Art objects of papier mache were 
fashion, roped off with 


the stole. 
exhibited in gallery 
black cording through black uprights. 

An annual showing of spring mullinery 
by famous designers at Carson Pirie Scott 
& Co., captured the essence of spring in a 
lush setting. A collection of hats created by 
top designers was individualized in each 
window, executed in blues and greens, run- 
ning to aqua. Hats jutted out trom niches 
in rock formations encrusted with broken 
quartz and crystal, softened with terns, On 
the side millinery 
posed in swings made of imported crystal 
flowers in delicate shades, in keeping with 
the theme “Swing into Spring.” Balanc- 
ing the long lines made by the swings was a 
panel just back of the masking of marble- 


opposite, heads were 


ized metallic paper color-cued to the decor 


Birds flitted about a foun- 
rippling 
greens 
aqua tones were repeated in the floor cov- 
ering of shredded White 
clouds on a skyblue wall gave depth and a 


of the sequence 
tain of running 
rock tormation 


water 


and the blues, and 


foam rubber 


feeling of spring in the air. These windows 
were executed by Clement Bradley, director 
of display. 

With all ( hi- 
CaLo, Fred Rude, display director ot 
Baskin’s, succeeded in diverting attention to 


eves on the Auto Show in 
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over the 


Themes 


his own show in the big window devoted 
to women’s wear. The lines of the sleek 
new models introduced at the show were 
faithfully cut out of plywood, painted pale 
gray, for a promotion of navy coats with 
accents of white and red. The make-believe 
automobile appeared quite real wa th its 


chromium trim and white wall tires on two 
actual auto wheels. The tires 
white in the color scheme and the gray cat 
was a neutral prop that let the navy 
steal the show. Spots of red 
supplied by the hats. 

At Goldblatt 
Was 


stressed the 


blue 
coats were 
Brothers spring millinery 
watted in on clouds of spun glass, 
lighted underneath to accentuate the [aster 
colors. Hats of green, pink, 
and white were assembled in coordinated 
settings. A wire ballet 
dancer and a yave 
height and added a The 
copy, “float through cloud of 
smart new hat underscored the 
dreamlike quality which the display manager, 
J. Boghosse, desired to portray. 


vellow, blue 
silhouette of a 


column of Easter lilies 
fluid movement. 
Laster on a 


fashions.” 


Carson 
. . Upper right, by Fred 
. Lower left, by J. Boghosse, 
Lower right, by Reed 
Schlademan— 


—Upper left, by Clement Bradley, 
Pirie Scott & Co. 
Rude, Baskin's . . 
Goldblatt's 





























By S. MARIE WARE 


For a promotion of semi-tormal coats and 
dresses Boghosse keyed a bank of windows 
to the splendor and pageantry of the Coro 
nation. The props were coats-ot-arms edged 
with gold rope hung over a fred. satin 
drapery, a British uniformed guard, and a 
fragment of a balustrade. The flooring in 
gold and white squares completed the regal 
splendor for “Coronation Blue” ready-to 
wear, 

An attractive 
footweal 


setting tor a promotion of 
also was done by Boghosse as a 
The turret of a 
background 
hold pairs of 
Shoes were also displayed on red and white, 
full-round 
board floor lo 
dow 


regal 
peared in_ the 
jutted out to 


setting castle ap 


where shelves 
eight shoes 
chess men placed on a checker 
add glamour the solo win 
was heavily draped across the top and 


one side with red satin and gold roping 


Outboard 
jects was the unusual manner in which Reed 
Schlademan depicted the 
“Sea-Horse”’ 


were cut in a 


motors tramed as picture sub 


development of 


Johnson motors. Three cir 


cles bright chartreuse wall 


erected before a black background and the 
motors were suspended by wires in_ the 
cut out areas 


the firm's 


lo gain interest, motors of 


early vears of were 


1 OOO O00th 


operation 


displayed, together with the 


Sea Hor se” motor 
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NATIONAL ASSOCIATION 


nt 


When the National Association of Display 
Industries was established ten years ago, the 
objective was to promote the use of display 
in retail merchandising. It was apparent 
that this could be achieved only with pro- 
gramming efforts of the Association with 
the requirements of the nation’s retailers. 

One of the most significant developments, 
we feel, was the research program under- 
taken through funds made available by 
NADI to determine if display really 
did sell merchandise. If so, why, 
when, how, and where. This study 
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surveyed 1,290,000 customers to learn what 





made them buy. The two reports which re- 
sulted from these efforts (Visual Merchan- 
dising Research Series #1 & #2* ) are consid- 
ered “Bibles” of retail display merchandising. 

Other benefits derived from NADI’s long- 
term program are the development and 
stabilization of Display Market Weeks; 
greater reliability of design and production; 
greater dissemination of information be- 


PROGRESSIVE tween retailers and display manu- 


Al 


facturers; and the expansion of 
product development. 


MERCHANDISE 
203 N. WABASH AVE. presentation CHICAGO, ILLINOIS 
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DISPLAY WORLD 


DISPLAY 


_..on and off the record 





—Arthur C. Kaufman (right), executive 
head of Gimbel Brothers, Philadelphia, 
congratulates Walter A. Spiro, display 
director, on being awarded DISPLAY 
WORLD's bronze plaque in the 1952 
International Display Contest sponsored 
by the magazine. Looking on is David 
Arons, sales promotion director of the 
store— 


—William DeWitt, Jr., has joined Shoe 
Form Company, Auburn, N. Y., and will 
concentrate on the manufacturing end. 
Bill is a graduate of Cornell university, 
and during the war served as an officer 
with the Eighth Air Force. He is 
married and has three sons— 


—A. H. "Alex'’ Gillespie 

has been appointed gen- 

eral sales manager of 

Amplex Corporation, Brook- 

lyn, lamp manufacturing 

firm. Gillespie was for- ys , 

merly in charge of lamp iin 1 i ce | SO ele —Fresh cut flowers were 
merchandising for the New a i + hee ae £ 3 installed in window dis- 
York Merchandising Com- gs a Si mee a plays in I! stores along 
pany, and for many years fe ther a eis ee) Los Angeles’ ‘Miracle 


was prominent in the In- 
candescent Lamp Manv- 
facturers Association, hold- 
ing office as treasurer and 
vice-president— 


Mile" recently through the 
cooperation of the display 
directors with the local 
Garden Clubs. Here John 
Flotten, Phelps-Terkel, helps 


one of the club members 

— a Mrs. Bauersfeld, bet- 

ter known as ‘'Mirandy’™ 

through her radio and TV 

programs — collect some 
of the essentials— 


—William E. Tatroe (right), display 
manager for Jacobson's, Battle Creek, 
Mich., regards the alligator which re- 
united him with his friend Leonard G. 
Johnson. While in service the two were 
separated by military duties and then 
Johnson was reported killed. A short 
time ago Tatroe went to a local museum 
to borrow an alligator for display use 
and found that the assistant director 
there was his long-missing friend— 


—Two prominent members of the Scot- 
tish Branch, British Display Association, 
are pictured at the annual buffet dance 
of the local branch. Left to right, 
Stephen A. Green, Scottish Co-Opera- 
tive Wholesale Society; Mrs. Green; 
Mrs. P. Trundle, and P. Trundle, vice- 
chairman of the Scottish Branch and dis- 
play manager of Pettigrew & Stephens— 











Flexibility 


silver dollae’s 
irom the ma 


N At langton, 


throw 


Virginia, a 
across the Potomac 
tions capitol, stands a striking group ot 
that 


merchandising phenomena ot out 


modern buildings collectively represent 


conic cyt thr 
Known officially as 


tim Parkington a 


obviously inspired by the thousands 
that 


Paurape it is not 


Adie 


ot cars dailv seek shelter in its enor 


mous only one ot the 


newest, lareest and most successtul ot the 


an approach 
likely 


retailing in 


shopping centers but 
that 
pattern tors 


country 


to suburban selling miav vers 


provide the tutur 
the automotive age 


Phe Hecht Company, Wash 


bran hy 


Developed by 


ington, whose store dominates the 
site, Parkington was designed 
direction ot Abbott, Merkt & Co 
\ Jacobs as associate architects and lLdward 
I: Ashley as associate lhe result 


ot this distinguished collaboration 1s a pro 


under the 
with Kahn 
engineet! 
ject dedicated to the proposition that a con- 
well as offer 
clientele the 
one-stop market-place 


temporary shopping center as 


ing its highly motorized 


venience ot a 


con 

must 

also assume its responsibility to the com- 

munity of which it-is a tocal point. The 

thee and a hal, million customers who 
* 


>» . 
. , 


' © 
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Parkington the 
only t© 


visited Hecht’s new store in 
first vear it 
shop; they 
and 


came not 
also to atend art 
irce 


Was 
came 


open 
exhibits 
advi eC On 

maternity 


concerts, to 


receive 


weddings investments and 
shows 
and 


\nd 


cent ot 


care and golf; they come to flowet 


and ( hamber 1 ( ommerce 
tootball clini S 
least YO pet 


Parkineton’s clientele arrives there ah private 


meetings 


( ooking schools and 


they came im cars \t 
automobile. 

It as not 
centel 


that the 
itselt 
the largest parking structure of its kind in 
the country, 


surprising, theretore, 


has been built around a garage. 
with each ot its tive levels 
covered parking 
engineered that 10,000) cars 
handled without ditheculty 


Ramps on both sides of the building permit 


providing three acres ot 


Space, and St) 
a day Call he 
whatever level they 


shoppers to park on 


wish, and as the garage building is directly 


—Open floor planning gives an air of 
spaciousness to the five floors of The Hecht 
Company's unit in Parkington and encourages 
self-selection and impulse buying. Flexible 
fixtures make possible seasonal changes in the 
floor plan without expensive alterations— 





: £03 25, eR Oe 
ee ee ee 


us Open Selling 


connected to the department store, the cus 
tomer may, in most walk directly 
from her car to the corresponding floor ot 


CaASCS, 
The Hecht Company without 
the other hand, she 
visit one of the peripheral “neighbor stores, 


Stepping out 
sicle lt. ot} wishe . i 
she descends to ground level by the elevator 


or stairs located not only in the central 


core of the garage but at all tour corners. 


Parkington occupies a strategic 16'2-acre 
triangular tormed by the intersection 
of Wilson and 
of the principal thoroughfares of Arlington 
locale of the old 

baseball diamond (;eorge 
first reputation that 
eventually earned him a place in baseball's 
Hall of Fame. In plot plan, or as seen from 
the air, the center rather resembles the 
upper half of a mechanical man, with The 
Hecht Company store representing his rect- 


site 


boulevard (;lebe road, two 


county, and once the 
Ballston 
Sislet 


where 
gained the 


angular head, the garage his torso, and the 


neighbor stores torming the shoulders and 
arms. 

The Hecht Company four-story 
and basement building with 300,000 square 
feet of floor space, is already a celebrated 


[Continued on page 58] 
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| highest quality, > : ee 
smooth tempered, | 
duolux masonite 
s 
ooe. 
tf ‘ > 
oe clean, 
accurately perforated With PegOPanel Display backgrounds exciting, attention- 
Pes getting displays for your merchandise can be created in 
a holes minutes. No nails, screws or tools needed. 
} 12"' Smooth 1," 14"' Smooth 
. —no burrs SIZE Two Sides Leatherwood One Side . my 
24" x 24" $1.00 $1.50 $2.00 as re 
] NX 24" x 36" 1.50 2.00 2.75 et / 
a 24° x 48" 2.00 2.50 3.50 
ge : 24" x 72" 3.00 4.00 5.50 
24° x 96" 4.00 5.00 7.50 
, 7 36" x 48" 3.00 4.00 5.50 
Ae in . a 48" x 48" 4.00 5.00 7.50 
a mae 48" x 72" 6.00 8.00 10.00 
me eS an 2 ae 48" x 96" 8.00 10.00 12.00 
fies standard Se 48" x 144" 20.00 
a, ; ay Bee Vg"" PegOPanel has 3/16" holes on |" centers 
" ° y Sheers 14"' PegOPanel has 9/32" holes on |" centers 
panels: 1/8”, with Y ane —— 
a a FINISHED SHEETS: Add 20 cents per square foot to above 
3/16” holes on 1” enw prices for sheets finished on one side in ivory lacquer. 
sogtetn A charge of $2 will be made on orders for less than $48.00. 
centers _ ee All prices F.O.B. Detroit. 


special 
1/10”, 3/16” and 
1/4” panels; any 
hole, any center, 

available in 
} quantities 
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EKMEMBER Father's Day, June 21. 

This important promotional event can 

he developed into a very lucrative one 
in almost any store, providing it is backed 
up with effective displays in both windows 
and store interior. 

A good idea is to make a list of all the 
many items throughout the store which 
make ideal “Gifts for Dad” and then work 
up some good, selling displays to tie in with 
vour local advertising. 

The Father's Day window display shown 
on this page can be built at low cost and 
will prove a good reminder to shoppers. 
Its main feature in this respect is the giant 
size calendar which your local sign shop 
can turnish, complete with the cut-out wall- 
board arrow which is. tacked in position 
pointing to the date 

The small detail drawing shows how the 
arch can be made easily out of wallboard 
with small '4-1nch plywood displavers on 
which many items suitable tor Dad can be 
leature displayed. 

The squared off drawing will enable your 
sign man to draw the male figure to any re 
quired size and then it can be cut out with 
a sharp knife or with a cutting machine. 

Phe over-size hand will attract attention 
to the calendar which in turn will remind 
prospective customers that Father's Day 
comes on June 2] 

Phis unit can be used as the center feature 
mn omany Father's Day window and_ store 
interior displays 

To add special emphasis to the June 21st 
date of this event the following suggestion 
could be used: cut a small window in the 
calendar panel, insert a piece of ordinary 
window glass held in) position with wood 
moulding, and attach a small shelf in back 
so that a light bulb and socket can be wired 
in position. Paste a piece of tracing paper 
on the tront of the glass on which = the 
numerals 21 are painted. Then insert a 
Hasher button in the light socket so that the 
date will flash on and off. 

\ good color scheme would be to paint 
the arch a bright yellow, which will snap 
out the black of the over-size hand. The 
small plaques can be painted in soft pastel 
shades so their color will not clash with 
that of the merchandise displayed on them. 

The base platform can be constructed out 
of pine board with '%-inch plywood top 
and this can be covered with grass matting 
or painted a suitable color to tie in with 
the balance of the display. 

All the tems displayed on the plaques 
should be priced and should feature popular 
priced nationally advertised brands. 

The entire window background can be 
covered with light blue display paper and 
this color will be suitable for other summer 
displays atter the Father's Day promotion 
Is over 

The male figure used in the center, over 
the calendar, can easily be made into a real 
eve-catching unit by following these sug 
gestions: cut the mustache out of white 
card and glue on to create a three dimen- 
sional effect. This can also be done with 
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_.. Smaller Store 


the shirt collar and necktie, not torgetting 
the white handkerchiet tucked into a= slot 
cut in the figure. 

This “Time to Play Ball” unit can be used 
for anv sporting goods window or depart 
ment. It embodies the use of pertorated 
hardboard, one of the most usetul and 
functional display props ever invented 

Mount a suitably sized sheet of this pet 
forated hardboard on al by 2-inch tram 
and suspend it from the ceiling on thin wire 
Your local sign man can cut out the two 
baseball figures from a sheet of wallboard 
and paint them in bright poster colors 
Tack them in position so that they wall 
appear to be carrying the panel on which 
hats, balls, gloves and the like are mounted 
Many other baseball items can then be 
displayed on the base, which should be 
covered with grass matting. 

The writer recently visited some ot the 
leading sporting goods stores in the last 
and most of them agreed that they had 
only scratched the surface relative to th 
potential sales of this line of merchandise 
for Father's Day promotions and that with 
effective displays and local newspaper ad 
vertising much more business could be 
obtained. 

Displavmen all over the country are con 
tinually finding new and interesting uses 
for perforated hardboard, and the sketch 
in the lower right hand corner ot th 
iMustration shows how suitably sized panels 
can be attached to lengths of round wood 
stock, curtain poles) or “Deca Poles’ set 
inside a large size picture trame This 
frame can easily be built out ot pine hoard 
which can be given an attractive finish by 
first coating with flat white oil paint and 
then wiping off with clean rags while still 
wet. This will leave some ot the white 
paint in the grain of the wood, making a 
fine frosted pine finish which can be sealed 
in, when dry, with a thin coat of white 
shellac 

\ natural tree, or one cut out of wall 
board, can be set in position as) shown, 
complete with artificial blossoms wired onto 
the branches. The base platform can be 
covered with grass matting, with the reat 
window background covered with pale blue 
seamless paper. 

Paint the perforated panels in three blend 
ing shades of pastel green with the sup 
porting poles in soft vellow; a very at 
tractive center window unit will result 

This unit would be good for a_ ladies’ 
fashion display with the dresses shown on 
attractive mannequins and with the tie-in 
fashion accessories teatured on the panels 

The same background could also be used 


in a men's wear seiting with the ties, shirts, 


and other accessories displayed on the 
perforated panels 


Displayfully Yours 
In Larger Quarters 

Displayfully Yours announces the removal 
of its offices and showroom to larger quat 
ters at 58 West 36th street, New York 
City 18. 






Easy-To-Use 
Super-Spotlights 
BRIGHTEST VALUES 
in display lighting! 






Long life, sturdy con- 
struction, engineering 
brilliance—all com-— 
bined in GoldE Spot- 
lights of the most 
modern design. | 


GoldE features for more lighting value: 
Brilliant, ring-free light—instant beam con- 
trol, flood to spot in a moment— positive 
lock-tilt—heavy, non-tip base—non-tarn- 
ishing reflector—chrome heat guard— 
4%" Pyrex-Type Fresnel lens—extra 
length asbestos cord. 


FOR COLOR 
IN MOTION 
GoldE 


ROTOCHROME 
500 WATTS 


Six beautiful flowing col- 
ors for attractive display, 
Dependable, long-life 
motor. Compact. Just 
plug in—like an electric 
clock. 


Price (less lamp) 


$9975 





ALWAYS COOL 
GoldE 

1000 WATT 
BLOWER COOLED 
BANTAM 

SUPER SPOT 
Price (less lamp) 


$3]00 





ECONOMY 
GoldE 
500 WATT 
BANTAM 


SUPER SPOT 
Price (less lamp) 


$1900 








Spotlight accessories include: Pipe clamps, ceiling 
hanging brackets, color wheels, diffusers, barn doors 
reery GoldE Super Spots world’s most flexible 


‘nile tar saphena Givianern, canta ob menien didhin, 
GOLDE MFG. CO. 


Brightest Name 
in Light Projection 





[ 4888 N. CLARK STREET 
. CHICAGO 40, ILL. ; 
bz ” 7 


43 

















100th Anniversary 


A superb store tront and window treatment was produced 
by Jim Gosling and his display staff for the one-hundredth 


aAnnIVersal®ry celebration of IR. H. White AS Co.. Boston 


The entire 165-toot tront of the store was converted by 
pamited wallboard panels 19 teet high Into a reproduc 
tion of a store exterior of 1853. The panels were done in 
the display shop and assembled when the transtormation got 
under way. Spaces were provided tor 13 windows through 
which could be seen typical shops ot a hundred years ago 
smoke and wig shop, spice and tea shop, barber shop, general 
store, and so on; each was done in meticulous detail. 

\t the lett center 1s a photograph which VIVES an idea ot 
the general appearance ol the store tront At the upper lett 
is the general store and post otfice, and the smoke shop is at 
the upper right. Other representative displays are pictured 
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COOL VALANCE 
12 in. x 50 ft. Corrugated Face 
V-685 Nautical Blue on White CorroDEK........... $3.40 per roll 


WARM UP 
Ul YOUR SALES 
AOE WITH THESE 


BROAD STRIPE AWNING ALTERNATE STRIPE AWNING 


' 

Corrugated Face Corrugated Face 
12 in. x 25 ft. 24 in. x 25 ft. 12 in. x 25 ft. 24 in. x 25 ft. ( C) C) | 
Blue $-920 $-921 Blue $-830 $-831 





Green $-922 $-923 Green $-832 $-833 


$-924 -9 . 4 
- Roll...... aaa Per ey “wi Roll... an Per ogy DISPLA Y IDEAS! 


Sheen dploy molto, Shei PAPER PRODUCTS CORPORATION 


NEWTON UPPER FALLS 64, MASS. 
CHICAGO LOS ANGELES NEW YORK 








Display Case Histories “Johnny Fiter” playing his fite while seated and linoleum tiles in a minimum of space 
Covered By Book on a mimature Pteiffer barrel: others area lhe 24 varieties are visible. castily 
\ al addit Kenl liter were alongside an actual can or bottle of accessible and are duplicated in each bin 
ture + i ae of Fame” book pion ine, geomwet, etc.) Witespecad Gear and Ne Cleplny ROE @ Knee Of = _— 
and published by the Point-ot-Purchase Ad consumer acceptance Of these whimsical Shipped flat, it 1s simple to set up. Besides 
vertisine Saatinesi aiid sie sgiieliiaasidliliien pomt-ot purchas hgures has proved that the line oft tiles, there is display room tor 
|. ) ee ti innaiiog ne eonitnd «a de the advertiser's selection ot a method = tor full colo reprints of} the national advertts 
oe POPAI Symposium a aie popularizing the Pteiffer name was a wise ing, a bin for help-vourself “how to do it” 
=: . . | ole In the past five vears approximatel a material as well as other liter itu©re, and 
Hitt) —— om national advertises (quarter ot a million have been placed Onl on the bottom ot the displa is a handy 
yO aangeraed f pe iri pre-e rer) back | bars, cash registers, and caleulator which tells consumers Just how 
' other high-trathe spots im various outlets Inany tiles are needed for any room size 
tured and described in detayl \lso outlined rhe Lanke ie priced it Si] ind mat . (), , “f ” , 
; “a\ 1 this same surtace 1s an tllustrated gunrcde 
for each ts the particular problem tor ordered from  Point-ot-Purchase Advertis i | t | 
which the displav was created, the solution tary m4 ee ee en a els adie 
) ing Institute, 16 East 43rd. street, New kit of proper tools for sale. When the eu 
as exemplified in the finished display, and Vork Cit tint “aay? ? . 
the results obtained pli rapatgl ins or sea ae scee a 
\ typical example 1s thre problem (>t the Floor Tile Dis la pit anges . es a a Peni - ' se : 
Pieiffer Brewing Company and how a dis ; ead : hl — , 7 " 2 : aban wie 
{ play by Plasto Mig ( Omipany, C hin Af? @), Racking Up Records 4 anes "1 —e ag tg , P o _— 
solved it Because the name ot “Ptetffer's” lhe potential of creative merchandising pe on eee eee ger —_ “ 8 salen on 
heer appears difficult) to pronounce, this is demonstrated by the Gold Seal “Tile-O . a ~ ees di pla 
brand was often by passed by both con Matic” display recently mtroduced b . ol nn leg “erat — i ncggicay en err 
sumers and dealers when ordering beet goleum-Nairn Ine., Kearny, NX. J In a neg enginerncale's eases sigur levine 
(Obviously, some device was needed at. the month and a halt atter its imtroduetion, t] | a et — te ( pi | “0 
pot ot purchase to create Immediate ree entire original display order was old out aie eae — — | dis 
ognition tor the brand name and to ensure completely to the distributors and tour re ahve , eg ‘ — | . 
continued remembrance ot the product orders have been placed. Over 70,000 « sed 7 4 . oe ae —— 
wherever sold ot tiles have been sold, hundred Cot the | es bab 
Correctly pronounced, “Pteitter” has the accounts have been opened and many old . 
easily recognizable sound of “Fiter”’ accounts reopened which explains | Nude Mannequins 
familiar to every \merican as one ot. the thre salesmen represcnting Gold Seal tile Barred By Bill 
characters im the tamous “Spirit. ot 76" are most enthusiastic about this selt-selling Introduced in the General Assembl 7 
scene. To bring this character vividly to tile display created and produced by Win Penn Ivana ws a bill whiel vould prohabat 
lite, a series of tull-dimensitonal humorous Melish Harris Associates, New York Cit loore int that state trom permitting a rirele 
figures, 7 inches high, was molded ot “Tile-O-Matic” is a modern steel wir mannequin to appear im either store wan 
sturdy “Palestic” material, tinished in lite easel-type folding display showing 24 pat do or the interior No action has been 
like full color. (Some figures were of little terns of 9 by 9-inch vinyl, asphalt, rubber, taken on the bill at this tims 
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Planning And Designing 
For Easy-Selection 


By JAMES H. PICKERING* 


Vice-President and Director of Store Design Division, 
Amos Parrish & Co., Inc., New York City 


"Today's question no longer is, ‘Shall we adopt some self-selection 


methods?’ 
degree?’ 
much choice in the matter. 


Hi inexorable and continuing steady 


increase in department store expenses 


with the corresponding narrowing of 


profit margins gives dramatic empiasts to 


this entire question ‘>! self selection kor 11) 


the sound application of some of the cost 
this 
tore planning, there lies an 
better profits 
matter of tact 
“Shall we 


‘| hie 


departments and to what degree 


cutting elements ol method, through 


arrow-straight 
road ta) 


\s a 


longer us, 


today s question neo 


adopt some self selec 
methods which 


tion question is, “In 


The typical department store or specialty 


no lonver has much choice in the mat 
tet It 
lection methods ot selling if it is to continue 


th it's 


store 


must switch to easier or. seli-se 
what 


the, 


in business profitably and 


stores are lor, to sell all the 


ooods 


can soundly sell profitably 


\nd its up to 
the right 


find 


store 


store management to 
particular 

and the best 
self-selection do the 


thes 


ansSWwel lor Its 


as to which are the best ways 


places to) make easier of 


cost-reducing, volume-building jobs 
Cc Ati do 
ait steady 


Costs 1s due 


increase im department stor 
tooa 


to) thre corresponding drop it} the 


selling Major degree, as 
vou know, 
productivity of salespeople 

1951 was 25 


peak in 1944 
than the 


productivity an 
pet cont less than thre 
AL to 15 pet 


Salk speople's 
Warcithi 
and cent less level 
of the depression "30K 

1952's record 


that the 


lt. To early vet to look ut 
beast there s little 


decline has 


reason to expect 
Continuous stopped 
In thr 


' 
Wildes 


past, persuading department stores 


policies ana philosophy a>] store 


heen based on high standards 


that it Is 


keeping have 


ct personal service possible to 


methods for Soe 


still re 


substitute selection 


it thre 


Cas\ 


motions oO salespeople, and 


jot visual merchandising and 
National Retail 


New York 


liiress at the 
nanarement session. oft the 


Acsociation convention in 


The question is, ‘In what departments and to what 
The typical department or specialty store no longer has 


It must switch to easier or self-selec- 
tion methods of selling if it is to continue in business profitably.” 


tain the character of the store, has n t been 
Cas\ 

Kor there always present tl fear 
that in 


ship would be strained, 


was 
so doing the quality of sal sman 
Well, the quality 
of salesmanship, 11 we can believe practi 
we've talked with this 


turn a 


cally every merchant 


vear, has, to phrase, practically 
gone down the drain. 
Not have profit 
in the average aware 
that something has been happening to the 


entire retail 


only statements skidded 


store, but we are all 
distribution svstem 
These dramatic changes have torced even 
the most reluctant otf retailers to 
putting to 


come 
work 
methods 
degree 


around to accepting and 
selt-selection 


another 


selection and 
ot selling to 


In all the 


costly 


Castel 
gone of 
vears weve 


worked tor easier, 


less and more effective 


Wavs otf put 
ting self-selection methods to work we have 
never once proposed, nor do we 
that a department 
adopt them all or 


degree in 


now pro 
pose, store or specialts 
adopt them to the 
all departments, all classih 


and all price lines 


store 
same 
cations, 

What 


Dursanne ss 


all out 
maximum 


worked lor tor nearls 
litetime 1s to vet the 


We VE 
possible use of these selling methods in the 
right departments, the right 
and thre 


classiti ations, 


right price lines 


\nd, imereasingly, the complete personal 
traditional in 


way to 


service selling which was 


viving 
methods In 


\merica s top stores 1s 


Casie®r selection Some of these 


stores easiel certain types ot 


merchandise 1s shading into complete selt- 


S ¢ le tion ot 


SCT VIC 
this discussion 


aLvTece on the 


proceeding with 
let's 
when we “Plan a 

We certainly 
vert oul 
kets, 
stores, as we have known them, 

We are talking about methods of 
self-selection that can be profitably applied 


ay tore 


ot selt selection, objec 


tives store for selt-selec 


tian 7 do hot propose to con- 


department stores into supermar- 


syndicate variety stores, or chain 


those 


to the needs of the independent department 
or specialty branch, 


and to sell 


store, main store or 


in order to cut selling costs 
more goods. 

Objective No. ] 1s customer convenience 
A store arranged for self-selection is a store 
in which the presentation of goods 1s such 
that it is easy for the customer to find what 
it, teel it, make up het 
mind and buy it quickly and pleasantly 

Objective No. 2 1s increased salespeople s 
productivity. We want a which, 
through the arrangement of goods and sup- 
porting facilities, the 


she came to buy, see 


store in 


salespeople are fe- 


some of the mechanics otf show 
ing goods, making it 


concentrate on really 


heved ot 
easier for them to 
selling goods to the 
customer. 

And most certainly it is a store in which 
much of the mechanics of operating a store 
have been engineered to make it much easier 
and faster for supporting personnel to do 
their work. 

These 


ideas, are they? 


certainly are not revolutionary 
They make sense. Nor 
do they imply that in accepting the idea, the 
independent need 
qualities that have 
place in the sun. 


store sacrifice any ol its 


given it its important 


Having agreed on what we 
complish by 


Want to ae 
selt-service, let's consider how 
we go about achieving these objectives. But 
first let me say that we're 
stantly of an old admonition : 
body's doing it the 
are they are 


reminded con- 
“When every 
chances 
frankly, we've 
some of the 
department 


same way 


wrong.” For, 
been disappointed in 
independent 
opened, 


I lere’s 


newest 
stores recently 
should be obvious. that 
the repetitive and unimaginative copying of 
syndicate, variety, and chain store fixtures 
and layout even though dolled-up like 
anvthing that have excellent 
purpose for their philosophy ot selling is a 
long, trom the answer for the 
independent department and specialty store 

let us not 
that the 
cialty 


why! It 


served an 
long way 


forget tor 
independent 


one tinny second 
department and. spe 
built on and must 
streneth. What's 


change, its 


SUrVIVEe 
that’: Its 
Hexibility and 


Store Was 
on its greatest 
adaptability to 
the ability to 


fashion selling ideas 


ideas 
and the selling 
to promote and to exploit them 
for all thev are worth. 

\nd lets not forget either that the inde 
pendent department that doesn't con 
stantly seck out and do something dramati 
cally and 


have ideas selling 


know-how 


Store 


sellingly best-sellers 


this 


about its 
just isn’t 
tough competitive retail world. 
In other words, 
the benefits ot 


itis) teature items long tor 
gain 
depart 
ment or specialty store by aping the methods 
ot those primarily 
goods in lower price lines, 

In this let’s remind 
latest two Sears, 
ifornmia are 


vou can't expect to 


selt-selection in a 
selling other types of 
that the 
(al- 
experimenting with 
ways of looking like their independent de 
partment 


ourselves 
Roebuck stores in 
obviously 
store competitors, vet retaining 
method of 
selling. Any 


their 
and 


own goods presentation 
whose furniture 
department looks like a warehouse will do 
well to see the way 
semble settings their 


( carpeted, too! 


store 


Sears glorified in en- 
furniture department. 
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This in itself should tell us to go easy 
and not mechanically apply easier-selection 
in ways that may not fit a particular opera 
tion. In our impatience to put into stores 
self-selection fixtures, there’s a real danget 
and threat in not only ending up looking 
like, but trying to act like, our lower cost 
competitors, 

And if the end result ot the movement 
toward self-selection and selt-service is to 
convert the department or specialty store 
into a replica of a low-end outlet, we'll 
have made the biggest mistake of our lives. 

We said earlier that self-selection methods 
are a matter of degree. Therefore, in set- 
ting out to plan a store that utilizes to the 
fullest the cost-cutting advantages of bet 
ter arrangement for easy-selection and selt- 
selection, this is the important first step 
for store management to take decide 
which classifications and = price lines in 
which departments in their own store lend 
themselves to easier methods of selling 

Let's review some of them. 

Quality items, fashion items, big-ticket 
items - of course, these will, in out 
opinion, continue tor a long time to come to 
require good personal service to each cus 
tomer. 

Fine jewelry, silverware, clocks, men’s 
clothing (outside of such operations as 
Robert Hall, of course), major appliances, 
Hoor covering, turniture, television, cos 
metic treatment lines, are only a tew exam- 
ples of goods that must be still sold com- 
pletely or almost as completely as they ve 
always been sold by personal attention of 
the salesperson to each individual customer 

In many other departments, however, the 
complete personal service evervbody once 
thought was absolutely indispensable has 
turned out not to be 

In this second group of items the partial 
elimination of a salesperson’s help, particu- 
larly at the stage in which merchandise ts 
being examined and_ selected, has meant 
faster shopping, increased volume, and de 
creased transaction costs kxcellent ex 
amples are piece goods, childrens wear, 
popular priced ready-to-wear, underwear, 
negligees, aprons, many items in the men’s 
turnishings department, curtains, draperies, 
eiits, china and glassware the list is long 

Then there's the third type ot goods that 
can be sold more and more by outright 
selt-service methods; notions, drug sun 
dries, greeting cards, housewares, are all 
excellent examples 

Once management agrees on how its store 
will sell its goods, it Is ready to proceed 
with the second step in planning the stor 
tor selt-selection 

We believe that the only sound way to 
plan a store or a floor tor lower cost Opera 
tion is to build it around the requirements 
for moving the goods moving them from 
thre rece1lving room through the Store 
and right out into a customer's arms or onto 
a delivery truck. This is tougher to do in 
thre rearranvement (1 an eXISting selling 
Hoor than in a brand new store, but it can 
he done 

Lavout ot fixtures, non-selling areas, 
perimeter stockrooms, fitting rooms, wrap 
stations all have a special purpose 
highly interrelated and if poorly put to 
[Continued on page 65] 
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MACY'S NY. “S= INSTALLS 
LT Seeding nit? 








No longer a display man's dream, 
the idea of hanging merchandise at any height in any position 
is now POSSIBLE, PRACTICAL AND QUICKLY DONE! Hanging 
objects can be moved instantly back, forward, left, right, up or 
down to suit the design of the window. All the dramatic tricks 
of the stage are at your immediate command with the Seel- 
ingrill. The Seelingrill permits you to trim heavy yet look light 
and airy . . . and all of this NOT IN 10 HOURS PER WINDOW 
BUT IN 1 HOUR! (Proven by actual time study tests.) 


SPECIFICATIONS: Seelingrill is a spot welded grill of %4” 
square steel, laid out in 6” squares. a ae 26.13 


4" x 8...... 41.80 


Ceiling Toggles — .50 each 
(6 required for 3?) « 6) 
(9 required for #4 « 8) 


ORDER TODAY 











460 W. 34th St., New York 1, N. Y. 
°T.M. BRyant 9-5750 
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problem ot how extensive bank dis 


plays should be Was to seck the 


advice of those persons actively engaged in 
display work tor many years. We reasoned 
that 1f we were to enter seriously on a 
display program it was logical and common 
sense to learn trom those who are experts 
i what we know to be a highly specialized 
held We have been amazed at the tre 
mendous size and scope of the field of dis 
play It is a major industry with about 
TO) OK) persons actively engaged in eithes 
display manutacture, sale or actual display 
work 

We have made it a pomt to da considera 
ble reading in the field and to consult with 
some ol thre leaders 11} thie held bye yond a 
lew basic and easily learned rules, it does 
not seem advisable tor a bank to study 
the field extensively, even though their dis 


If It thre best approach te) the 








Display For Financial Institutions 


plays may be on an extensive scale Wi 
do recommend to every bank actively en 
gaged in display at least a one-year sub 
scription to DISPLAY WORLD, the trade 
magazine of the industry Ihe address 1s 
(Cincinnati |, Ohio 

In Jearning trom those in the display 
midustry, we find that Attention-getting 
value is all-important, so immportant that 
it overshadows everything else \ttention 
value is the key to the relationship bi 
tween mvestment and return [here is very 
widespread agreement among people im dis 
play work that the return upon the invest 
ment is very unsatistactory until vour dis 
plays attract attention 

\ second major tactor to be learned trom 
the display industry 1s a difference in the 
tyvy of investment required With others 
advertising the first, and usually the minor, 


mvestment is copy what vour advertise 
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By HOWARD C. NASON, Manager 
Boylston-Berkeley Office, Institution For Savings, 


! time and space and you measure 


success against that expenditure. Cer 














Boston 


of literature reaches your” prospect and 
creates an impression, even if it is thrown in 
the wastebasket unread 

In window displays this situation 1s large 
ly reversed The vehicle is the physical 
size and shape of the window and the in 
vestment in this is static and can not be 
expanded or contracted easily to suit the 
calibre of the COpy. The COPY is the creative 
thinking, skill, technique, imagination, 1n 
spiration, time and effort which go into 
designing and setting up an attention-get 
ting display. Successful window displays 
are almost wholly dependent upon the copy, 
thre ability of the person who arranges the 
exhibits. 

A bank might very well spend a large 
amount of money on a window display pro 
gram and yet not obtain satistactory§ re 
sults. Another bank, utilizing the creative 
ability ot some employee who does have 
the ability and can do the work along with 
his regular bank work, may very well ob 
tain an excellent return with much less ot 
a financial investment 

kven with this latter set-up there must 


be a substantial cash investment in mater} 


als, props, signs, et Most banks that have 


gone into the work for a yo riod of time find 
that this investment amounts to $1,000) to 
$1,200 per veat 

lhe third important factor b 
the differences between displays and other 


= 


daring Upon 


media is that with displays the break-even 
point is very high, yet investment bevond 
the break-even point brings a heavily dis 
proportionate return in your tavor, even 
[Continued on page 78] 


—In the display above, Institution for Savings 
showed a photographic recapitulation of its 
display program for 1952 and promised even 
more interesting windows for the current year 
. . « Left, one of the numerous hobby displays 

used by the bank. These displays are by 
Roland H. Joy— 
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| NATIONALLY ADVERTISED © 30 
BUY THE ~ YOUR PROTECTION 


“ORIGINAL, PATENTED” MAY 3M SN prance snrvninn 


-_ *U.S. patent no. D-168, 143 
cat FULLY PATENTED ... TRADEMARK REG. 





THEY REVOLVE 


Save “Walk-around” room 


Retail price only 


14500 


FOB FACTORY 








DISTRIBUTORS WANTED: 


We have openings in many localities 
for progressive distributors to sell our 
entire line of space-saving, sales- 
making display racks. Write for details. 


WARNING! 


Unauthorized use of the illustrated 
display rack is an infringement of 
PAT. No. D-168,143, and will 
be countered with legal action. 


For Complete SEL-O-RAK CORPORATION OF AMERICA 
Descriptive Brochure, Write 24177 N. MIAMI AVE.. MIAML FLORIDA 


Thirty day money back 
Guarantee of Satisfaction! 
















Means the _ finest corrugated” di y 








ry 4, - material. The beadtiful colors — ang “a ; 
; “ee uniform texture are the resul of é ! 
. 2,8 exacting manufacturi oi rs , 
; standards. ~~ Je e 
q 
THERE'S A REYBURN 
DISPLAY MATERIALS 
DEALER NEAR YOU. 
ASK HIM FOR 
Reytam 
BY NAME. ee ; 2B 
THE REYBURN MANUFACTURING CO., INC. 
ROYERSFORD, PA. PHILADELPHIA, PA. 
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BUTLER SUNFAST SEAMLESS 


SUNFAST 
SEAMLESS 
DISPLAY 


BUTLER SUNFAST SEAMLESS 
SSJTINV3IS LISVINNS WIILNG 


22 FADE-PROOF COLORS 
Two Lengths 
107" x 12 Yards 
107"" x 50 Yards 


@ Full Yardage Guaranteed 


BUTLER SUNFAST SEAMLESS 
SSJTINVIS ASVINNS YIILNG 


@ No charge for Drop Shipments! 
@ No Minimum Quantity 
Distributed exclusively by 

Display Jobbers 


SAMPLE SWATCHES 
ON REQUEST. 


FREE! 


Complete stocks in New York, Chicago, 
San Francisco, Los Angeles, 


and Niagara Falls, N. Y. 


SSJINV3IS LISVAINNS YING 


BUTLER SUNFAST SEAMLESS 


PP SSSSGSSGSSSESSES46SESGSSESG8800E00089 


' (Just clip to your letterhead and mail) 


- Please send me FREE 1953 BUTLER SEAMLESS 
: CATALOG. 


Name 
Firm 
State 


Zone 


City 


By Display Jobber is: 


i) + trtrtntrtitifttstststsehseseseseseskeehehtttttftfT: 


50 








Displays From A& S 


ioTURED 


a by idal 


here are two displays trom 
a spring 
millinery promotion group used by John 


\bra 


which we 


series and two trom 
\ Rosenberg. directot Tol 
WwW Straus, 


had considerable 


display 


ham Brooklyn. “from 


favorable selling re 
SPotise 

Four windows devoted to the pro 
1953 


the allustrations at the top of the 


Were 


motion teaturing§ the bride. of which 


pave are 
representative (gowns worn by the mann 


({Ulitis showed thre influence ol fashions >] 


lormer vears, as displayed im the dioramas 
trame backgrounds 


\braham 


mounted im the pieture 


These dioramas were presented by 


—For a series of displays featuring the 1953 

bride, John A. Rosenberg obtained from the 

Brooklyn museum four dioramas showing per- 

iod gowns on especially designed mannequins, 

and installed them in picture frame _ back- 

grounds before which were posed figures in 
modern adaptations— 


wv Straus 
Brooklyn museum and were actual gowns of 
the periods 1864, 1879, 1905, and 1912, worn 
by especially mannequins. The 
period display at. the 
upper left is 1905 and that seen at the uppet 
right is 1864. 

Card copy read: “A & S salutes the 
bride . . . and 
bridal 


coronation. ot 


through the courtesy ot the 


designed 


represented by the 


1953 
introduces a new 
hy the forthcoming 
elizabeth II 


collection. of the 


2roup ot 
gowns inspired 
Queen Krom 
ihe permanent Brooklyn 
museum come these historic gowns of 
their 


modern 


past 
1 ance ull re 


Maur ! 


British queens, fashion 


flected in adaptations by 


(Orig nals.” 


Featured millinery in high fashion colors 


for spring was shown in a series of four 


windows done in a lgeht, gay mood with 


pale seasonal colors against pink-orang: 


Street 
and cut-out figures 


backgrounds and white gravel floors 


stands, ornamental carts. 
properties involved 


were the principal 


DISPLAY 





RED-HOT AND NEW! 


SPRAY-GLO will really GO ...so0 


stock up now! Sprays brilliant daylight 
) pray ALT: FLUORESCENT COLORS! 
t | . >. > i 
fluorescent colors increases © ARC YELLOW 


pulling power of all types of SATURN YELLOW 
signs, decoration, displays! Colors 7 ) FIRE ORANGE 
f ' SIGNAL GREEN 
adhere perfectly to paper, 
¥ . ae NEON RED 
wood, glass and metal! ROCKET RED 


Water-repellent! Rub-proof! e WHITE UNDERCOATER 


«ii —_ 
nine co SON 
Day-G6L?@ 


OisPLay meorUm 


THE CRAFTINT MANUFACTURING CO. 
1615 Collamer Ave. Cleveland 10, Ohio 








Spring’s new, important note 


in hosiery — NEEDS DISPLAY 


OUR NEW “2QO-hV’ FAIRY HOSIERY FORM 


(eatalog me. W 13-20) s( rN KS THIS PR IBLEM 


The new elasticized knee length stockings require our new “20-hi” forms for best 
display. The form is a composite neither right nor left. The soft velvety surface of 
our NU-VEL and PINK-VEL finishes gives an ideal gripping surface to hold elastic top 
of stocking snug. 


Our new “20-hi” comes in natural NU-VEL and beautiful PINK TRANSLUCENT 


in finishes of: 


Nu-Vel—a natural flesh shade with a soft velvety surface—at $10.00 per pair 
list. 

Pink-Vel—a warm flesh shade with a soft velvety surface—at $10.50 per pair 
list. 

Pink-Glos—a warm flesh shade with a high glossy surface—at $10.50 per pair 
list. 


send coupon for latest information on Fairy Forms made from Fairylite* Plastic 


product of SHOE FORM CO. INC. 


al 


8 OOO OOOO 8S SE8E888808468E8 888888088006) 

Foreign § SHOE FORM CO. INC. Auburn, New York 

Inquiries— in Canada: UNITED LAST CO., LTD., Montreal 

Please supply 

specific infor- 
mation re- 

garding your 
type of 
business. 


*Reg. US. Pat. 
Off 


Please send catalog on: [| Hosiery Forms [| Shoe Forms 


Boot Display Form (] Embossing Service 
Firm 


Signed Street 


City Jone State Ds 


Lees Se SS SSS SSS SSSSSeOSSenennaeanaanenanaasaanuasnaaa! 
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A valuable new tool for 


everyone concerned with 


VISUAL MERCHANDISING 
AND ITS TEC.LINIQUES 


THE DRAMA 
OF DISPLAY 


By JIM BUCKLEY 


Foreword by Adam L. Gimbel, President, 
Saks Fifth Avenue, New York City 





This is the FIRST book on contemporary 
show-window techniques that takes you 
behind the scenes and gives you the hou 
and why. Whether you are selling canned 
goods or chi-chi, Buckley tells and shows 
vou how to do it better. 


Jim Buckley shares with you his fault- 
less instinet for penetrating the human 
side of the consumer with display which 
is miles above mere commercialism. He 
tells you how his window and interior 
displays have sold fashion, yardage. no- 
lions, cosmetics, stationery, and countless 
other products for top-ranking 
across the nation. 


stores 


Among the helpful features are... 


How Display Ideas Are Born 

How Dispiay Compositions Develop 

The Economy (and Fun) of Improvisation 
Practical Hints on the Uses of Imagery 
The Creative Display Person as a Business 


Man 

The Practical Application of Color in the 
Window 

Useful Information on Lighting the Display 

Methods of Combining Good Display with 
Good Theater for Sound Visual Mer- 
chandising 

Display as a Medium of Communication 

And Ever So Much More! 


An indispensable “how-to-do-it” book 

crammed with striking effects which 
ean be adapted for many purposes. or 
serve as inspiration for countless hun- 
dreds of totally original creations. 


A Visual Arts Book — 
228 pages full 8'/,"' x II" 
in size: 473 illustrations, 
10 in full color 











sete Send NO Money—Mail FREE-Trial Coupon!~~---- 
PELLEGRINI & CUDAHY, Dept. DW 
‘ 41 E. 50th St., New York 22, N. Y. 
: Please ship me Buckley's THE DRAMA OF DISPLAY : 
: jor 10 dave FREE Examination It convinced that : 
* this giant volume will be worth many times its price ¢ 
s im my work, I will kee p it and remit only $10 plus § 
+ postage Otherwise fo will simply return book and ¢ 
. owe nothing ’ 
‘ ; 
, ‘ 
4 Name ’ 
® ‘ 
‘ Address : 
; : 
: (ity Zone State , 

‘ 
; SAVE MORI Enclose only $10 now and we pay post - 
; age. In N.Y.C. add 3% sales tax. Immediate refund § 
; if vou return book : 
‘ ‘ 
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—The Display Guild of Baltimore's officers 


for 1953. Seated, left to right, James Camp- 

bell, Becker's, secretary; Tom Schenkel, Hutzler 

Brothers, president; Frank Malehorn, Baltimore 

Display, publicity director. Standing, Joseph 

Rocker, Read Drug Company, treasurer, and 

James Burnside, Hochshild, Kohn Co., vice- 
president— 


Baltimore Display Group 
Installs New Officers 

its 14th 
Baltimore 
for thr 
Frank Malehorn, 
Schenkel, Hutzletr 
assisted by James 
WwW Co., 


bye ( ke P's. 


Display 
Its new 


year, the 
installed 


1953 


Starting 
(suitad ol 
officers 


has 
Veal according to 
director. lLom 
president, 
Burnside, Hochschild, 
vice-president; James Camp 


Tose ph 


treasurer, 


publicity 
Brothers, 1s 


Kohn 
bell, 
Reed Drug 


Malehorn 


secretary ; Rocker, 


(Company, and 


\mong the plans for 1953 are the spring 
dance scheduled tor April, a moonlight 
cruise on Chesapeake Bay some time in 
July, the annual golf tournament to be held 
mm August, the annual crab teast in Septem 


ber. and the decorating of the Baltimore 
City Home for the Aged for the Christmas 
holidays 

“The Guild has taken on another venture 
In cooperation with the board of education 
ot the (itv of Baltimore,” states Male 
horn. “Members of the Guild are taking 
turns weekly in presenting the fundamental 
principles of display to the teachers ot the 
vocational classes otf the Baltimore schools 
We believe this is another first for the Guild 
Randy Irwin, display director ot Sears, 
Roebuck & Co. has made plans tor these 
lectures with Forest L. Lawson of the edu 
cational department of the city schools.” 
C. S. Pierce Introduces 
New "Aero-Glo" Form 

*“ANero-Glo”, an illuminated display torm 
especially designed for showing nylon mesh 
shoes, 1s being introduced by the C. SS 
Pierce Company, Brockton, Mass. The at 
tractive new eve-catching torm was devel 


oped after months ot research It consists 


of a pair of transparent plastic shoe torms 





with an amber or maroon top and matching 


post of plastic. Small electric bulbs ar: 
attached inside, with a flasher to cause a 
blinking effect. This highlights the ultra 
porous nature of nylon mesh without de 
tracting from the shoe. All materials are 


fire-tested and can not harm the mesh. The 
“Aero-Gic” comes completely fitted 
and tested, with all electrical parts UL 
approved, It operates on AC or DC current 


form 


Amplex Appoints 
A. H. Gillespie 


The appointment of A. H. “Alex” Gillespie 


as general sales manager is announced by 


\. M. Parker, president of Amplex Cor 
poration, Brooklyn, one ot the countrys 
leading independent lamp manutacturers. 


Long a top-flight executive in the lighting 
field, Gillespie previously headed lamp mer 


chandising tor the New York Merchandis- 
ing Company. He is past-president of the 
Klram Lamp Works, Hoboken, N. J., and 


also served as sales manager 


lor many vears Gillespie has been promi- 
nent in the Incandescent Lamp Manutactur 


ers Association, holding office as treasurer 


and vice-president. In his new capacity he 


will assume administration and execution 


of Amplex sales and merchandising activi 
the W. R. 


vice-president in charge of sales. 


ties under direction Ol freeman, 


Al Pollard Joins 
Silvestri, Chicago 


\l Pollard is a new addition to the staff 
ot Silvestri Art Mig. Company, 1147 West 
Ohio street, Chicago, and will represent the 


company in Missouri, Nebraska, Minnesota, 


Wisconsin, Indiana, Michigan, and Il]linots. 
(gordon Keerns, who tormerly covered that 
territory, has lett Silvestri and has joined 
the staff of Adler-Jones, Chicago. Mike 
Michele, at one time with Saks-Fifth Avenue, 
Chicago, and with the firm of Kennedy & 
Michele, is now with Silvestri in_ the 
capacity of assistant superintendent. 

George Silvestri, president of the firm, 


returned late in March from a South Ameri 


can cruise 
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Novel Projection Device 
Used For Displays 
Talking displays, achieved through a tiny 
phonograph that plays 
inch record, 


a 50-second message 
was one ot the ways 
attention and sell featured 
Point ot Purchase Advertising 
show in Chicago. Another new gadget 
may startle customers into buying 1s 
“Rotolight.” Carter & Galantin, Chicago, 

Angeles, and Detroit sales promotion 
company, introduced both of 
at the trade “Rotolight” is a 
jection device that the 
message out of a haze effect, brings it into 
then lets it tade away. On exhibit 
display developed for Coolerator air 
conditioners a Northern into 
which key words of the like 
clouds crossing the sky. 

The miniature 78 rpm phonograph, manu- 
tactured tor Carter & Galantin by Noma 
Lites, Inc., draws its power from two flash 
light batteries that deliver 300 
before requiring replacement. Among novel 


ona 34 
to attract 
at the 
stitute 
that 
the 


Los 


goods 


In- 


these ideas 


show. pro 
forms advertiser's 
focus, 
Was a 
cool scene 


float 


message 


playings 


uses, it may be concealed in a car or refrig 
erator door to start playing when the door 
is opened, or hidden in the base of a pop- 
up toaster display to give its message when 


the lever is pushed down. In a new counter 
card for a General Electric refrigerator, the 
phonograph 1s set to operate when the cus- 
tomer pushes a button. 


Nick Grande Joins 
Neiman-Marcus 


The new position of interior display man- 


ager has been established by Neiman- 
Marcus Company, Dallas, and Nick Grande 
has been selected to fill it. He will join 
the store next month, coming from. the 
display staff of Lord & Taylor, New York 
City 

Also it 1s announced by the Dallas store 
that Roy Melton, Jr., formerly with Rus 
sell’s, Denton, Texas, is now in charge of 
the windows of The Man’s Shop. He re 
places Harry Lewis, who continues with the 


store but in another department 


Gguy Malloy is display director of Neiman 
Marcus. 


Ruth Brownstein 
With Lustra-Cite 

Miss Ruth Brownstein has joined Lustra 
Cite Industries, New York 
executive assistant to the president, 


Inc., City, as 


Michael 


Halpern. The firm is the manutacturer 
of the “Lico” plastic display fixture line. 
Miss Brownstein was formerly with The 
Gsreneker Corporation and = prior to. that 
was with Grayson-Robinson Stores, Ine., 
both of New York City 
Schwab Adds Display 
To Other Duties 

Formerly display director of Levy's, ‘| uc- 
son, and more recently promotion manager 
for the store, Joseph H. Schwab has added 


responsibility for display to his other duties 


Robert ID. Miller, who had been in charge 
of the department, has joined Lerner’s 
Crenshaw, in Los Angeles, as display man 


ACT 
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New Plastic Fixtures for 


ies 


Tile tt 


PB 78-5 


1 3-266) 


PB. 2 229 


Ve in. 





Per Dozen 


PB-2209 Offset Shelves $45.00 
PB-2200 10” Si Holders 21.00 
PB-39 3” x Shelves 21.00 
PB-312 3” x 12” Shelves 24.00 
PB-412 1” x 12” Shelves 30.00 
PB-49 1” x 9” Shelves 27.00 
PB-59 9” Xx Shelves 30.00 
PB-512 ss Shelves 33.00 
PB-2210 17” Towel Racks 36.00 
PB-2227 7” Loops with Two Pins 18.00 
PB-2231 12” Loops 36.00 
PB-P-OR 6” Shelves 27.00 
PB-P-7R 7” Shelves 33.00 
PB-79-K 6" x Kidney Shelves 36.00 
PB-P78LRA = 6” x 8” Shelves 27.00 
PB-78-S 6” x 8” Square Shelves 27.00 
PB-2211 t” Loops 10.50 
PB-: Single Blouse Displayers 33.00 
PB-555 18” Four Shelf Displayers 

PB-266 6 Way Bow Tie Displayer- 24.100 
PB-2228 Small Bag Scoops 21.00 
PB-2229 Large Bag Scoops 24.00 
PB-2282 + Hankie Displayers 

PB-2222 Combination Shoe Platforms 

PB-2207 Single Millinery Displayer- 24.00 
PB-2201 Single Shoe Displayer- 21.00 
PB-2202 Double Shoe Displayers $3.00 
PB-2223 Three Shelf Brackets 


All F.O.B. New York. 
Write for New “Peg-Board" Panel and Fixture Broadside. 


$1.00 Pkg. Chg. on Orders Less than $20.00 


Ask for Broadside 


“Peg-Board’ Panels 


Each 
$4.00 
2.00 
2.00 
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No. 40-D. 


Garrison-Wagner Company 

















2018 Washington Avenue St. Louis 3, Missouri 
in. METALLIC 
WINDOW DISPLAY FINISHES 
AT THE Let us “OMNI-Plate” your display 
WHITMAN SCHOOL dons tllaptie, dams ta athsademns Bea 
of INTERIOR DECORATION es are baked. Specializing on Christ- 


GRD TRD CRD 


ranges. 


Leads to interesting positions with good 
FREE Placement Bureau. 


salary 
State Licensed. 


Request Catalog 7 
CLASSES NOW FORMING 


170 RIVERSIDE DRIVE, at 89th St. 


New York City 


TRafalgar 3-1200 


mas ornaments. Send us your 
ments and samples. 


We do processing only. 


462 Tenth Ave. New York 











OMNITEX METALLIZING CORP. 


city 18 











@ WHEN WRITING ADVERTISERS 


PLEASE MENTION DISPLAY WORLD e 


Your New York BUYING GUIDE 





DISPLAY COMPLETES 
THE SALES CYCLE 


[Continued from page 3 7] 


After all the 
ol-purchase is the manufacturer's 


point oft purchase pot 


responsli- 


bility and if he desires to get the most 
irom Phases Nos l and 2 he must not 
overlook Phases Nos. 3 and 4 

We also suggest your consideration of 
the fact that in any distribution there are 


three 
types 
lets (One 
do the job 
lore, a 


two ol! and perhaps as many as _ five 


and six and characters ot retail out 
usually 
‘There- 


point-ol purchase to- 


type ql display will het 
it will mean waste 
program tor 


like 


advertising, 


day is media tor national 
need 


distribution 


selec ting 


where vou mays several 


publications In consumer 


through retail outlets perhaps 30 per cent 
at You! dealers do 70 per cent ot the 
volume. This, of course, is directly related 
to people and tratty However. these re 
tailers differ im character and each needs 
the type and kind of material that wall de 


him to sell 
This means less waste 


velop the horsepower to assist 


more goods tor vou 
usually 
It merely means the 
budget for the 
needed for the 
retail outlets 


and means no increase in budget. 


proper division of the 
tvpe and kinds of materials 
different classifications ot 
\ caretul study of your dis 
tribution will eliminate or reduce waste in 
time, effort 
Phase No 


believe, thre 


and materials 
4 of the selling cycle is. we 
They 


complete thre 
selling 


“Salesperson.” really 


niect thie custome! and sale. 


In Phase NO } «> thre 


customer, thre 


evel the 


goods, the monev. and. the 
together for the 
ay comple ting the transaction or the cvcle of 
the sale 

Ifere the sale ts 
that 


bye switched al lost 


salesperson Come PUT pPOose 


but let 
also the sale can 


finally made 


ws pot torect here 


Pheretore, tt is important that the 


interested in the complet 


manu 
lacturer by cycle 
of the sale it he desires to maintain a satis 
that 
reorders tor the purpose ft more 
‘Thus that the 
mitust provide not only the best products and 
the best 


factory flow ot this goods will insure 


produe 


tion means manutacturer 


advertising, but he must also be 
interested im the and 
best and 


devices to show and control the stock oft his 


poimt-ol-pure hase 


pray iding the leas, promotions, 


product and imsure less “out of best sellers” 
by items, Ss17ecs, colors, stvles o1 price lines, 
ete lt 
Nos 
waste of time, effort and money 

It is Phase No. 3. that 
promotion and merchandising of the goods 
soll, at the 
Phase No 
stock 


and to a great extent the 


this as not accomplished Phases 


l and 2 of the selling cvcle will have 


isures the best 


where they are pomt-ol-purt 
3 that controls the 
selling in 


chase It as 
exposure, arrangements, 
identi 


Phases 


tormation 


fication of thr goods advertised 


Nos. 1 


goods but 


and 2 are 


bringing the people to the 
Phases Nos 3 and 4 it¢ 
tor thre people 


lo amsure tull 


bring 
me the woods 


employment, tull produc 


tion, we must make plans that will insure 


vreater ease and greater efhciency tor com 


pleting the evele of the sale Continued 


prosperity depends greatly on the ability 
and efhciency of selling. Halt-way won't 
do; be sure vou have the tollow through ! 
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Allied Display Materials, Inc. 
65 Madison Ave. MU 5-6487 
NOVELTIES, ARTIFICIAL FLOWERS & 
DISPLAY MATERIALS 


For Windows and Interior Store Display 


A. Lutz 
3 West 18th St. CH 2-6264 


REED AND RATTAN DISPLAYS 


Display Units, Frames, Screens, Novelties, Fixtures 





Arts & Flowers Displays, Inc. 
43 West 56th St. Cl 7-6848 


Manufacturers and Importers 


REED, NOVELTIES and FOLIAGE 


Maharam Fabric Corp. 
130 West 46th St. LU 2-3500 


DISPLAY FABRICS & ACCESSORIES 


Chicago 115 S. Wabash 
Los Angeles 1113 S. Los Angeles 





Bliss Display Corp. 
460 W. 34th St. BR 9-5750 
DISPLAY PROMOTIONS 


Display Settings, Novelties, Animated Displays 


Messmore & Damon, Inc. 
1461 Park Ave. TR 6-3530 


MECHANICAL DISPLAYS 


Papier Mache, Industrial Exhibits and Dioramos 





Bois Smith Studios 
228 West 39th St. LA 4-4992 


WINDOW & INTERIOR DISPLAYS, 
ARTIFICIAL FLOWERS 





Metropolitan Mechanical Display Co. 


We Buy, Exchange, Rent or Sell New and 
Used Mechanical Displays & Mannequins. 


MECHANICAL BOOKS 
50 West 22nd St., New York OR 5-1280 





Bonafide Display and Decorative Co. 
61 West 37th St. WI 7-7965 


ARTIFICIAL FLOWERS and FOLIAGE 


Original Creations for Better Displays 


Natural Creations, Inc. 
233 Fifth Ave. LE 2-2377 


FOLIAGE NOVELTIES, 
DISPLAY DECORATIONS 


Creative Displays — "It's a Natural’ 





L. J. Charrot Co. 
36 West 37th St. WI 7-1687 


ARTIFICIAL FLOWERS 


Display Units, Novelties and Decorations 


Thomas Pace Co., Inc. 
506 West Broadway GR 7-0778 
ARTIFICIAL FLOWERS & XMAS TREES 


Decorative Display Novelties 


Sell to Jobbers Only 





Colonial Decorative Display Co., Inc. 
70 West 40th St. WI 7-0230 


ARTIFICIAL FLOWERS 


Decorative Display Units, Novelties and Decorations 





Louis Schneider Corp. 
6 East Second St. OR 4-3723 


ARTIFICIAL FLOWERS & FOLIAGES 


Display Decorations and Novelties 





Decorative Creation & 
Art Flower Co., Inc. 
13 West 27th St. MU 6-1798 
ARTIFICIAL FLOWERS, DISPLAY 
DECORATIONS 


Imported Novelties, Settings 


Nat Siegel, Inc. 
39 West 37th St. WI 7-8485 
MANNEQUINS AND DISPLAY 
EQUIPMENT 


Distinctive Display Fixtures and Novelties 





Decorative Plant Corp. 
136 West 24th St. WA 4-4405 


ARTIFICIAL FLOWERS 


Display Settings, Novelties, Units 


Ben Walters, Inc. 
56 Seventh Ave. AL 5-2308 
DIP IT! DRAPE IT! 
SHAPE IT! CAST IT! 


See it demonstrated 


‘Trade mark of 
Celastic Corp 





The Display Equipment Corp. 

147 West 37th St. BR 9-8450 
Manufacturers and Distributors of Exclusive 
CORONET & WINDSOR 
MANNEQUINS 





D. G. Williams, Inc. 
498 Seventh Ave. LA 4-4069 


MANNEQUINS & DISPLAY FIXTURES 
Display Novelties and Equipment 





Frankel Associates, Inc. 
56 W. 45th St. MU 7-3434 


DISPLAY FABRICS & ACCESSORIES 
127 N. Dearborn St., Chicago; 
424 Book Bldg., Detroit; 819 Santee St., Los Angeles 


The World-Famous 
16 West 77th Street 
CHARLES LEDERMAN, HISTORIAN 


Can Furnish, on rental basis, authentic period outfits to 
highlight your anniversary, special events, spring or fall 
promotion. Ask for information. Recommended by 
N.R. D. G. A. 


Fashion Museum 
TR 3-9103 





Victor Haida Displays, Inc. 
149 West 24th St. CH 3-3540 
DESIGNERS & MANUFACTURERS 
OF CREATIVE DISPLAYS 


Largest Showroom in the Country 


Nathan Zucker pT re 
ALL PURPOSES 
45 —_ St. ct covontsy> 
FEATHERS — FANCY & OSTRICH 


Samples on request 








David Hamberger, Inc. 
115 West 3ist St. PE 6-0464 


MANUFACTURERS OF DISPLAYS 


Artificial Flowers, Functional Units, 
Backgrounds, Novelties 





SAVE TIME — DO YOUR 
DISPLAY BUYING IN 
NEW YORK 


It’s Always MARKET WEEK in New York 
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(WUE-MORE 
PRMROOUCT 


for better 


MOTION 
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Standard Turntcble 


30 Models—25 Ib., 75 Ib. 
250 Ib. capacities 


3-Tier Turntable 


attractively displays 
knick-knacks for spring. 


Ceiling Rotation 


allows light airy effects 
for spring displays. 


ee 


FOR THE MOST COM. 
PLETE LINE OF ELEC- 


TRIC 


TURNTABLES — 


FOR THE LATEST IN 
MOTION — 


BREVEL 


PRODUCTS CORP. 
$08 Broome Street 
New York 13, N. Y. 


Co 77-5956 


x. Write for Catalogue A 
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| Proposed Bill Would Ban 


| has introduced a bill in the 


| similar 
| yore 


| edge. 
| businessmen of 
| meet with business 
| the 


Flag's Use For Display 


Rep of Tennessee, 
House OT Kepre 


make it a 


James B. Frazier, Jr., 


sentatives which would misde- 


meanor punishable by fine and/or imprison- 
ment for the use of the United States flag 
in a commercial display, advertising, or for 


purposes. The bill is pending be 

the House Judiciary Committee. 

Harold Bromel Leaving 

On World Tour 
ach the 

merece sponsors 


( om- 
the 
and 


ot 
tour, 
trade 
and business knowl- 
ot 
who on the 


Detroit poard 


international 


Veawr 
an 
which is to encourage 
industrial 


objec t of 
to exchange 
The 


group is cf ymposed 


the city, tour 
This 
will include 


countries visited in 


and May, 


years trip, 


April Alaska, 


leading 
and political leaders of 


Japan, 


TRADE PERSONALITIES 





etc. One 
a meeting 


Formosa, Siam, the Philippines, 
of the world figures with whom 
has been arranged is Chiang Kai-Shek 

Harold Bromel, of Harold 
Associates, display and exhibit 
Detroit, is going with the 
of Commerce group, but at the 
clusion he will go on to visit India, Egypt, 
Arabia, Turkey, Italy, Portugal. Pre 
Board of Commerce trips made 

include South America = and 
kuropean countries 


Bromel 
manutac 
turers in Board 
tours con 


and 
vious by 
Bromel the 


Scandinavian and 


Free Lance Display 
Appoints Steele 
Ralph Weiss, 
Display, 45 
delphia 0, 
Joseph W. 


show room 


Lance 
Phila 
ot 
and 
past 


Free 
street, 
appointment 


ot 
Seventh 
the 

as display designer 
Steele for the 
12 years was display manager for Chatlin’s 
Department Store, Norristown, Pa 


We.120 by Carper 


president 

North 
announces 
Steele 
supervisor, 





ACADEMY OF DESIGN. 





SHE' THEN JOINED 
CORA SCOVILS STUDIO, 
WHICH WAS ENGAGED 
IN GENERAL DISPLAY WORK 
AT THE TIME BUT LATER 
WENT INTO THE DESIGN 
AND MANUFACTURE OF 
MANNEQUINS. 

MISS BROSNAN LEFT SCovIL 
AND STARTED HEA OWN MANNEQUIN 
BUSINESS WITH D. G. WILLIAMS, INC. 
IN 1941. ITHAS SINCE BECOME ONE 


HER INTERESTS ARE MUSIC 
(ESPECIALLY PIANO, WHICH 
SHE STUDIED FOR MANY YEARS), 
COOKING, AND ENTERTAIN ING. 
SHE ALSO ENJOVS GOLF, BUT. 
SELDOM HAS TIME FOR ¢ 
THE GAME. | 









OF THE BEST KNOWN FIRMS Wt THE FIELD. 


Miss BROSNAN WAS BORN IN NEW VORK CITY AND ATTENDED 
SACRED HEART ACADEMY, THEN STUDIED ART AT THE NATIONAL 





















NEW YORK CITY 








DISPLAY WORLD 




































































PEDESTALS OF BUBBLES 


This simple yet attractive display comes from Paul U. 
Bergstrom, Stockholm, Sweden. 

Qur own trend towards the functional display can be 
expressed in any number of variations. 

Frostee Sno Blocks can be cut to an abstract design or 
used as they come from the box. Supporting members 
might be poles, cord, chain or invisible wire. 

Your merchandise, whether embedded or draped on 
Frostee Sno will be dramatically set off with this type 
Display. 

Contact your Display Material Supplier today, he can 
supply you with genuine Frostee Display products 


They are fireproof. 


Manufactured by 


FROSTEE SNO COMPANY 


Antioch, Illinois 


and 


BLIKKFANG 


Torget 8, Oslo, Norway 














A NEW 


MARBALIA 


BOOK IS NOW READY! 





It contains samples of two 
hundred numbers. 


WRITE IN FOR YOUR COPY 
TODAY 


samples also available of our com- 





plete line of decorative papers and 
ordinated fabrics, including: 
e TORTOISE SHELL 
e PYTHON 
e ZEBRA 
e LACE EFFECT 
e WOOD EXOTIC 


av 
Ravernnr 
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Ciginals 


"dow 


160 &. S7TH STREET NEW YORK 22 
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liars wteustocrwal oh 


PRICE MARKERS 
Smart - Dignified 


All Metal — Interchangeable 





We. you sell Radios, 


Jewelry, Wearing pV elelela 


~ _ 

OP Furniture, dale rohj 
ee . 
; Now available for Metal Price 

, de- 


Wat iiclaaeh me aL 
immediate . id 
livery, our- distinctive Numerals, Letters and Signs offer wil increase ycur sales and dignity 
you a dignified means of pricing and identifying your 
displays. 
@ FOUR SIZES 


manufactured by 


COMBINATION PRODUCTS CO. 
64-74 West 23rd Street » New York 10, N.Y. 


or use 


Markers 


your displays 


Merchandise your products wit 


@ THREE FINISHES 


artistry, dignity and assurance, at 
very ok me ae 4 


Send us your order today or write 


for our descriptive price list 

















BEAUTIFUL SILK SCREENED FLOCKED 


BASE METAL BUTTERFLIES 3°' x 4" in five exquisite 


OSARENT Little Letters 


| colors $20.00 per 100. New Electronic Process 

| yn a ee long—same colors as Butterflies Die Cut Wood No Die 
3: er : so | : 

SPECIAL DISCOUNT FOR JOBBERS Molded f y riglas No Mold 

Wonderful for Spring Trims 4,"-4" High—s8 Styles—Stock 


Send for Catalog & Samples 


R. A. OHLHORST 








° 217 W. ILLINOIS ST 
454 BROOME STREET, NEW YORK CTY 13 Josarah Enterprise CHICAGO 10, ILL 








Imagine Getting 35,000 Beam 
Candlepower in a Pin-Point Spotlight 


Just imagine it —— 35,000 beam candlepower —- the most powerful pin-point 
spot lighting obtainable —— is yours with new MASTERBEAM spotlights. Now 


you can get flexible, intense narrow beam spotlighting at lowest cost. 


CHECK THESE OUTSTANDING FEATURES 


@ 35.000 CANDLEPOWER (,.E. PAR-46 beams 350 foot candles at 10 feet through 
your Masterbeam spotlight (3 times more light than PAR-38). 


@ ADJUSTABLE OVAL BEAM PATTERN Can be rotated in its axis 360° to 
fit any vertical or horizontal display. 

e LONG LAMP LIFE G.E. PAR-46 200 watt side prong lamp used with MASTER- 
BEAM is a 2000 hour lamp. 

eGLARANTEED COLOR ADAPTERS Heat-resistant glass lens with special 
housing, clips on MASTERBEAM. 

e DESIGNED FOR BEAUTY Small size with satin finish clear lacquered. 


e ECONOMICAL (Gives you expensive theatrical lighting within your budget. 








CEILING (SCREW-IN) FLOOR (PIN-UP) COLOR ADAPTERS 
MODEL MODEL Fits any MASTERBEAM 


Projects brilliant color. 


No. LH-501-—Serews into any No. LH-500-—-Plug into any 1.H-900—Green 
socket. Built-in swivel directs outlet. Built-in swivel directs LH-901 Red 
and holds beam in any diree- and holds beam in any direc- .H-902—Blue 
tion. Each $12.50 tion. Each $12.50 1 H-903— Yellow 
(;.E. PAR-46 200 Watt Side G.E. PAR-46 200 Watt Side Each $2.50 


Prong Lamp is extra. Each $3.00 Prong Lamp is extra. Each $3.00 Other colors on request. 


Distributed by 


GARRISON-WAGNER COMPANY 


2018 Washington Avenue ° St. Louis 3, Missouri 








FLEXIBILITY PLUS Such a device, which is a prominent land 


OPEN SELLING mark even to airline passengers 5 miles 


ee away, has obvious promotional potential and 
[Continued from page 40) The Hecht Company has used it to advan- 
architectural cynosure largely by reason Ot tage as a showcase for institutional adver 
the spectacular glass “display” that covers tising. But the enormous glass wall is also 
virtually the entire northwest elevation made available to such worthy charitable 
Fittv-one teet high by 261 feet long, it causes as the Red Cross and the Com- 


consists ot 290 five-by-nine wire glass panels munity Chest and to announce civic events 


which together torm a translucent window ot general interest 


cantilevered out 3 teet in tront of the store's xcept for this vast expanse of glass and 
main tacacd \ catwalk behind the glass a dozen ground-level display windows, The 
permits workmen to imstall displays directly Hecht Company store in  Parkington is 


on the cinderblock surface of the wall windowless, with a combination oft  fluo- 
whi h im «turn 1s tllumiunated hy fluorescent rescent and mcandescent lighting furnished 


lights concealed in the rear. The effect is to balanced illumination and an elaborate air- 
transtorm the entire building tront into a conditioning system providing a complete 
gargantuan, illuminated billboard change of air within the building every few 


58 








minutes. The exterior is of turquoise glazed 
brick (contrasting dramatically with the un- 
painted concrete tiers of the garage,) with 
redwood and _ stainless steel employed as 
trim. Cantilevered marquees provide shelter 
over the principal store entrances. 


Inside, the store follows an open-floor 
plan to encourage open selling and modified 
self-service. Altogether 147 different de- 
partments, carrying a full range of merchan- 
dise in reasonable depth, are represented 
in the four floors and downstairs store 
Wide column spacing and the use of flexi- 
ble, modular fixtures permit seasonal varia- 
tions in floor-plan arrangement without 
repartitioning or other expensive structural 
alterations. Motor stairs and three eleva- 
tors provide vertical transportation through- 
out all five levels. Among the store’s spe- 
cial attractions are the Virginia Room on 
the lower level, where a quarter of a mil- 
lion meals have been served since the store 
opened a year ago last November, and_ the 
auditorium on the second floor, which was 
the scene of more than a hundred com 
munity events during 1952. 

Curving out and back from the arcade 
that connects the department store and the 
garage on the main level are six buildings 
that contain the neighbor stores of the 
Parkington center, each with a ground floor 
and complete basement which can be used 
both for selling and service. Many of the 
materials employed for The Hecht Com- 
pany are repeated in the satellite stores, as 
well as crab orchard stone and Roman brick, 
but tenants were left tree to design thei 
own exteriors within certain reasonable 
limits. 

Admission of neighbor stores to the 
Parkington center was carefully restricted 
to those that would complement each other 
and together provide a well-balanced shop 
ping community. They include a five and 
ten, junior department store, furniture com 
pany, restaurant and delicatessen, super- 
market, valet, several specialty shops, auto 
supply shop, jeweler, shoe-shop, book-shop, 
men's store, drug store, and service station. 
One of the most interesting is The Hecht 
Company's own Arcadian Gardens, a large 
seli-service garden supply store where cus- 
tomers help themselve to anything from a 
potted geranium to a_ full-size tree. 

As a result of the years of research and 
careful planning that went into the project, 
Parkington has proved successful beyond 
all expectations, drawing not only from the 
growing community of Arlington, but from 
as far away as Quantico on one side and 
suburban Maryland on the other. Thousands 
ot residents of northwest Washington have 
found it more expedient to cross the bridge 
and shop at Parkington than to drive down 
town, and the 53,000 government employees 
who work at the Pentagon, a scant 3 miles 
from the center, represent a source not only 
for customers but of part-time emplovees as 
well. 


Lee Grimes Dies; 
Was Display Factor 

Lee Curtis Grimes, husband of Eve 
Brueser Grimes, died on Easter Sunday. 
The couple were active display factors for 
many vears, operating in New York City. 


DISPLAY WORLD 








J. P. Denton, Inc., 
Buys Craft Studios 


J. P. Denton, Inc., Tufts and Lincoln 
streets, Boston 11, has purchased the ma- 
chinery, equipment and inventory of Craft 
Studios, Framingham, Mass., and is mov 
ing them to the firm’s Boston location 
Craft Studios in the past has made “Rey 
vex,’ “Reyarc,” and several other paper 
display specialties. “Although our plans 
at present are not complete, we intend to 
continue the manufacture of these items, as 
well as add several new products in_ the 
near future,’ says KE. Atkins, of Denton 

“Qur method of distribution has not yet 
been determined, but in the past ‘Revvex’ 
and ‘Reyare’ have been distributed by the 
Reyburn Mfg. Company and many other 
distributors throughout the United States.” 


Fisher On Trip 
To Europe 


Junius Fisher, head of General Display 
Corporation, Cincinnati, and Mrs. Fisher 
left April 11 for a combination business- 
pleasure trip to Europe. They will spend 
time in England, Italy, Switzerland, and 
France, returning shortly after the first of 


May. 


Nathan Feinstein Dies; 
Headed Boston Firm 


Nathan Feinstein, president of Feine 
Trimming Company, Boston, died on March 
IS. ‘Together with David A. Kressfield, he 
helped build the display firm from its in 
fancy in 1928 to its present size and recog 
nition, giving particular attention to the 
development of the fabric division into a 
prominent part of the company. 

He leaves as successors his life-long 
partner, David A. Kressfield, and his two 
sons, Herbert and Lawrence. 


Carstens Brothers 
Wins Contest 


Top honors in a local display contest held | 


in connection with the spring opening in 
Michigan City, Ind., have been awarded to 
(arstens Brothers. 


COMING UP! 


Boys and Girls Week April 25-May 2 
National Baby Week April 26-May 2 
National Family Week May 3-10 
National Music Week . ..May 3-9 
National Hearing Week May 3-9 
National Correct Posture Week May 4-9 
Mother’s Day ‘a May 10. 
National Cotton Wee May 11-16 
National Hospital Day May 12 
Straw Hat Day : May 15 
Armed Forces Day May 16 
National Luggage Week | May 16-23 
World Trade Week - May 17-23 
Memorial Day May 30 
Coronation of Queen Elizabeth June 2_ 
Flag Day fa June 14 
Father’s Day June 21 


National Swim For Health Week June 21-27 
National Association of Display 
Industries Market Week June 27-July 1 


Independence Day , July 4_ 


ares, 'Fa2 





*AIso in 


New York 


DECORATIVE PLANT CORP. 
I36 WEST 24th STREET, NEW YORK II, N. Y. 
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—The author for many years has operated 
one of New Zealand's largest display equip- 


Pp RANG ment and materials firms. In this article he 
oes reports on his impressions of Australian dis- 
play after a recent visit to that country, and 


Act is eye rtner ' n how it compares with display in New Zealand— 















. * 
display production 
i New Zealander who recently visited 
Australia for the first time, I found 
display problems there are similar to 
our own but on a ten times bigger scale. 
Merchandise moves about ten times as fast 
and where we would take perhaps a week 
to sell an item, they can turn it over in a 
matter of hours 
It will be appreciated, therefore, that we 
'|in New Zealand have to go to a lot of 
PRANG —— / | pains in presenting merchandise which in 
TEMPERA eine the bigger centers of Australia, as in the 


- Observations On Display 
In Australia 


Yao 7): aa <P By C. H. ANDREWS 
TEXTILE COLORS | Wellington, New Zealand 

















Recognized 
as the “stand 
ard poster 
Tempera” by 
display stu- 
dios the world 
over 




















Designed es- 
pecially for 
screening on 
any kind of 
cloth or fab- 
ric. 






























United States, sells so quickly that little been much activity in the architecture of 
worry about display is necessary. This shops and in particular their interior lay- 
probably explains why we find it difficult, out. Without question great care has been 











Adds that 
“extra spark” 









“ ordinary for instance, to assess the merit of the dis- paid to this aspect. But in some cases ar- 
empera ren- : re . 
d | plays used in the VU, S. chitectural features overshadowed the mer- 
erings. am : ° , une : . , 

’ The sales and display staffs of the Austra- chandise. The prime purpose of a shop in- 





lian stores I visited were most cooperative’ terior is surely to enhance and sell mer- 
in the exchange of opinions and views On chandise rather than to invite comment on 
methods of display and welcomed the op- new styles of architecture. While it was 
portunity of comparing notes and swapping easy to gaze at the buildings it was yet 
ideas with someone tackling the same _ difficult at times to locate an item desired. 







PRANG 
oF eici he 
TEMPERA 








































problems in another country. While each The relationship of window displays to 
staff felt a pride in its own technique 1t was interior displays varied in some stores. 
These three top quality products apparent that they were very open-minded Some stores neglected one and stressed the 
head the long list of PRANG ma- and receptive to comment and quick to re- other. The need to follow through good 
terials designed to make your display | cognize and admit a better approach to windows with similar interiors could be 
easier to create — better to look at | specific problems. more tully appreciated. 
and more profitable to do! The faster turnover to which I have re- The elimination of blind spots in interiors 
Write today for color charts | ferred and their greater window space en- would no doubt increase the interest of cus- 
and complete information on all able Australian stores to concentrate on tomers and offer new sales opportunities. 
Prang products to Dept. DW-10 > ; : ; ' 
individual lines in a single window display, Certain stores used a standardized tech- 
" at 'whereas in New Zealand a representative nique tor setting up displays in almost all 
Br and CRAYON company Wi. ™- | range of goods is more necessary. departments. Although this may simplify 
CQ ote. Fh ee Tove The windows in the leading Australian the erection otf displays there is no doubt 
' stores are particularly attractive. Some a lot of merit in the alternative method of 
are dramatic and spectacular, treating as obtaining a variety of presentation adapted 
| they do a single item and with a bare mini- to the various classes of merchandise. A 





mum of merchandise. This is in strong customer ts apt to lose interest more easily 
contrast to New Zealand display, where if displays are too regular in their Svstem 
greater restriction on space imposes greater of make-up. 

lines of display Gowers. Uneurpassed Sesuty. limitations. Lighting is an outstanding feature in 


Tremendous Varieties in Stock oo : | 
The leading Australian department stores Australian stores. It is developed to a much 
MILTON S. AHRENS, INC. | are of course well beyond our New Zealand greater extent than in New Zealand where 


Importers — Mfgs. — Exporters 


EXQUISITE SMALL FLOWERS 


For Show Case and Interior Trims 
Produce display effects impossible with regular 


range in volume of business they do and power restrictions have had an adverse 














56 W. 36th STREET NEW YORK 18, N. Y. , ‘ ' : “ar 
in the scale of their buildings, equipment effect on its development. Opinions are 
and methods. The chains are very similar divided as to the merits of the various 
USE THE to those in New Zealand. forms of lighting. 
The short time at my disposal — a fort- The skillful use of lighting has made 
OPPORTUNITY EXCHANGE night — did not permit a comprehensive, simple windows most dramatic. 

For any WANT AD purpose: detailed study of the Australian stores and While fluorescent lighting has given 
POSITION WANTED POSITION VACANT it is not presumed, therefore, to pass judg- marked improvement to illumination and 
USED DISPLAY EQUIPMENT FOR SALE ment on techniques: used. There are, how- will no doubt continue to do so, it may not 

| ever, some observations which can, perhaps, yet be the complete answer to merchandis- 
$4.00 Per Column Inch—CASH WITH ORDER | | profitably be offered. ing requirements. It would appear that the 
In many of the leading stores there has merchandise should be lighted not only from 
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the general illumination of the store. While 
fluorescent lighting has many strong points 
there has yet been no fluorescent equivalent 
to spotlighting. Concealed spotlighting from 
the ceiling is used for jewelry, hosiery, 
cutlery and other special items by some 
Australian firms. 

In the larger chain stores a feature is the 
“bars” for clocks, ties, cutting of keys, and 
embossing leather goods. 

Blue opaque plastic is used for dividers 
in bins for lipsticks and perfumes in many 
stores. Others use tinted glass for the bot- 
tom of bins (blue and green for perfume 
and jewelry). Some use plain glass with 
colored paper and cardboard beneath for 
these items. 

In one store underwear is displayed in 
wall panels where there is a blind aisle. 
Glass is placed over the display. 

Shoe stores in Melbourne use glass for 
displays to a far greater extent than do 
similar stores in New Zealand. 

In some stores cream plastic trays are 
used for hosiery. Red plastic is used for 
dividers and a mirror is used beneath. 

Much interest is evident in animation 
Present conditions, which see the restora- 
tion of highly competitive trading, have 
directed more attention to the potentialities 
of animated displays. Turntables are ex- 
tensively used. For window displays turn- 
tables up to 7 feet in diameter and 6 feet 
high are in use a great deal and are most 
effective. 

In one department store it was noticeable 
that about half of the many Christmas win- 
dows had turntables playing a vital part. 
One presented Father Christmas on a car- 
pet suspended by fine wires, moving in an 
arc, as though coming down from the sky. 
The result was most effective. 

A Melbourne theatre had a huge display 
suspended from the ceiling of the foyer, 
rocking to and fro; this also attracted much 
attention. 

Leading stores definitely intend to in 
crease their activities in animation and are 
keen for new developments. ‘There is much 
research work to be done in the production 
of standard units for building up displays. 
A fixed unit and parts from which animated 
displays can be quickly built to requirements 
are badly needed. 

The future for display animation in Aus- 
tralia appeared to have great promise once 
the initial headaches have been overcome. 

The introduction of strong aluminum alloy 
tubing for various fixtures and frock racks 
and rails is finding much favor and bears 
promise of being used extensively in place 
of chrome on brass and steel. 

In Melbourne the general usage of metal 
equipment appeared to be much less than in 
nickel-plated equipment. 


In chain stores there is a tendency to 


reduce the number of L-clips and 3 by 1 
inch clips in black and to increase the quan- 
tity of matte silver. Chrome clips are 
used in practically all stores for jewelry, 
toiletries, hosiery and contectionery. One 
chain uses 3 by l-inch clips throughout 
practically all its stores for counter bins; 
7 by 5%-inch clips are used for highlights. 
Another chain, on the other hand, uses 5% 
by 3%-inch on the backs of counters and 
also tor highlights. 
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Freshest, most attractive Grass Mats you've ever 


to durable burlap base. Uniform and even, with 
never a bare spot. Order now to liven up your MAIL ORDERS 


spring displays. nel 
STANDARD 3 ft. x6 ff. GRASS MATS...$3.50e, FILLED PROM 


a4 


($39.00 per doz.) Member NADI 
Available in natural raffia grass at same prices. 
2 in. x 15 ft...$ 3.75 5 ft. x 10 ft.. .$12.50 
17 in. x 15 ft...$ 4.95 6 ft. x 10 ft... $1475 
5 ft. x 6 f...$ 7.50 5 ft. x 15 f...$18.75 
6 ft. x 6 ff...$ 8.50 3 ft. x 30 ft... $22.50. 
3 ft. x 15 f.. .$10,50 6 ft. x 16 ft... $23.75 Modern Display Equipment 







WHY GO OUT TO 
THE COUNTRY WHEN 
WE CAN PARK HERE ¢ 












































ar TORE-L LIKE” 
GRASS MATS 








seen. Heavy extra thick 72 row turf, securely stitched 






Special Sizes to Order——~Any Length or Width 810 Penn Ave., Pittsburgh 22, Pa. 
SPRINKLINGS—cover 40 sq. f. 1” thick. 3 ib. $2.50 

































HOW TO MAKE 
PHOTOMURAL DISPLAYS 


This kit shows a variety of installations 
and explains how you can make 
wall space more attractive as a background 


for sales rooms, displays, offices, con- 





ferences, windows, shadow 


boxes, etc. Many stock 


views are illustrated. Send 


the coupon today for Name 
your FREE copy. Company 
Address 


10) 





SEE NEE Paixinsernverncnnosiimannnineneoeemeenecnntnananecnenaes 


Division of Rapid Copy Service, Inc 


UU, UF 123 NORTH WACKER DR. CHICAGO 6, ILL. 
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SHOULDER COVERS 


Vinylite window-clear — vinyl — polythene. 
© Nickel-Plated Price list & samples on request. 


JOBBERS ONLY 
SEND $1 for 1 lb. SAMPLE (50 lb. Min.) 
to cover handling fetc.) costs. § #17- ¢20- #24 CORONET MFG. co. 


Salesmen and Jobber inquiries invited. 
SL KAVYE €6. iNC 156 Soainc $7 NeW YORK a NY BOX 35 VYARDVILLE, N. J. 


SPINS 2y 


* In 1/2 lb. Fiat Boxes 
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Am erica , 
a 
Use 


Mitten s 


ef f ers 


The big names in retailing, stores with nation-wide reputations, employ Mitten’s Letters 
to put store character into their sign and display work. Spalding stores are no exception. 
They use Mitten’s Letters in window and interior displays to remind shoppers that they are 
looking at Spalding merchandise. In addition, at stores such as Bullock’s, Robinson’s, Gump’s. 
Macy's, Stern’s where outstanding displays are commonplace, you'll find Mitten’s Letters 
playing a featured role. Along Fifth Avenue B. Altman, Franklin Simon, Russek’s, Peck 
& Peck constantly use Mitten’s Display Letters. They use them with all kinds of displays, 
with every type of merchandise and in almost all store departments. Its with good reason 
that America’s better stores choose Mitten’s Letters. 

Mitten’s Letters are designed for flexibility. The fourteen letter styles are designed to 
work together in countless combinations, serving two purposes at all times: First, to decorate 
through their modern, yet classic beauty of line and form. Second, to emphasize a_ sales 
message by their clear, readable simplicity. 

















Mitten’s Letters are adaptable for use on a variety of backgrounds from shimmering 
satin to the roughest concrete, depending on the effect you wish to achieve. Their depth of 
relief gives beauty and readability to the message, and by using side, direct or background 
illumination, dramatic effects are easily obtainable. Mitten’s Display Letters are less expensive 
than wood or plastic cut outs, are much more attractive and are ready for constant use. 





























For complete information and prices, write for Broadside No. 27D 
Manufactured by 


Mitten's Display Letters, 2 West 46th St., New York City 19, or Redlands, Calif. 
Distributed by 


GARRISON-WAGNER COMPANY 


2018 WASHINGTON AVE. ST. LOUIS 3, MO. 
























































While it is appreciated that there is merit) with sliding arms—finds tavor in leading 





in uniform policy, as followed in both  cepartment stores. Twenty-four inch’ bars 





stores, it appears that the use otf by | Are used exclusively on irock racks: 5) 








tickets is most desirable tor small items by 3'4-ineh ticket frames are fitted to each 














and high-price items, while larger tickets 9 end 















































are desirable on big items or items sold on lt was surprising to find heavy wooden 

price or novelty appeal frock racks still used in one of Sydney's 
Wire pedestals with 2-inch mesh and 9% leading stores 

mch diameter and ot various heights ar faking all tactors into consideration, 




















used by one chain. Wire cube pedestals New Zealand displays compare very ta 














are also used by this firm. These pedestals  vorably with the Australian although dit 








have one end closed and are used t 


hold  terent circumstances compel often a= dif 
merchandise m windows ferent approach. The trade in New Zea 
Wire frames made up in the torm ot tull land has every reason to be proud of. tts 




































































figures are used in some. stores. Light displays as adapted to the conditions of 
transparent trocks displaved on these were trading which do not permit the spending 
HWluminated trom inside of money to the extent possible in Australia. 

\ special type of hanger tor = skirts New Zealand has much to learn” from 
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Australia and can profit considerably trom 
exchange of views and opinions. The visit 
was most instructive, it helped to further 
cement the goodwill and friendship between 
our countries and no doubt aided the forg- 
ing of stronger links in the international 
bond of mutual understanding and appre- 
ciation among those interested in display 





Ruse & Urban Named 
By Jack Frost 


Jack A. Frost, owner and general man 
ager of Jack A. Frost Electrical Contract- 
ing Company, Detroit, announces that Ruse 
& Urban, Inc., of the same city, is now 
conducting all advertising and public rela- 
tions for the Frost organization. Frost 
first offered his unusual lighting service to 
the display, theatrical, and metion picture 
fields in 1927. Recent years have brought 
him national recognition for the effects he 
has designed and installed in feature dis 
plays throughout the United States. 

Launching a national advertising cam 
paign last month, Frost remarked, “This 
is the first time we have conducted our 
advertising on such a broad scale. We 
feel that the Frost organization is now 
ready to broadcast our highly specialized 
serviee to the nation. Our pioneering days 
are over.” National media employed in the 
Frost campaign are: Billboard, Boxoffice, 
Broadcasting-Telecasting, Motion Picture 
Herald, DISPLAY WORLD, Photography, 
Show Business, and Variety. In additaéon, 
a monthly direct mail campaign is being 
undertaken 


Madisonia, Dallas, 
In Larger Quarters 


Irwin Rhodes, Madisonia Manikins, Inc., 
New York City, announces that the Dallas 
branch of the mannequin refinishing firm 
has been compelled to move to larger quar 
ters as the result of constantly increasing 
business. The new location is 3007 Canton 
street 

Dottie Lawrence will continue as man 
ager and art director of the Dallas office, 
and Joe Lawrence, her husband, will take 
charge of production. 

“Dallas is the third of our factories that 
has needed a great deal more space in the 
last year,’ according to Rhodes. “New 
York offices moved to larger quarters in 
January of 1952 and the Chicago branch 


>? 


took an extra floor in January ef 1953 


NRDGA Mid-Year Conference 
Program Outlined 


Important topics to be covered in the mid 
vear conference of the Sales Promotion 
and Visual Merchandising Group divisions 
of the National Retail Dry Goods Associa 
tion have been announced by that organ. 
zation. The meetings will be held at the 
Hotel Netherland Plaza, Cincinnati, May 
18-20). 

Included are the following: Open display 
and self-selection; proper budgeting and 
planning to get the most for the money; 
the glamour medium of television; the 
casual market; unusual sales potentials 
from man-made fibres, and getting the most 
sales from promotion 
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NEW FOR FALL... 


Our salesmen will be in to see you soon 








with a completely new back to school 
and fall line in wood, wire, wrought 


iron, and papier mache Wait for him. 






4 No. 2252 

Wrought Iron Merchandiser 
Size—41" H. x 37" W. x 13” OD. 
Price—$22.50 


































APPLE BLOSSOM TIME 

AT THE WHITE HOUSE 

[Continued from page 25] 
Gallia display, a line of merchandise cat 
ried exclusively at The White House in 
San Francisco. Directly above the top dis 
play case split leat philodendron and cala 
dium leaves flower in abundance 

Tony Markus always works trom tour to 
five months in advance on feature windows 
like this spring series He had these well 
under way last November. <Atter he dreams 
up an idea he schedules a conterence with 
his art director and his tashion coordinator. 
The art director sketches everything to scale 
in detail. After these are approved work 
assignments are allocated and special equip 
ment is ordered. 

The children’s Easter window, not in 
stalled in time to photograph for the April 
issue of DISPLAY WORLD, depicts a very 
clever theatre scene which seems to be 
fascinating all yvoune San Franciscans. Two 
well dressed White House children are 
posed by a bench in the foreground. Two 
chickens with jaunty expressions hold cen 
ter stage interest. These two characters 
are made of a combination of spun glass, 
papier mache, and felt 

The plattorm 1s constructed out of plaste: 
laths, and the backwall has chicken wire 
valance and curtains. A row of unlabeled 
cans are used to simulate theatre footlights 
The “Act IV” easel announces, “The White 
House presents the Small Fry Company 
Starring in Young Easter Elegance with 
a Brilliant Supporting Cast in New Spring 
Kinerv.” 
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PLASTIC 
SHEETS & ROLLS 


In Stock—Immediate Delivery 
@ Cellulose Acetate @ Cellulose Nitrate 
@ Rigid and Flexible Vinyl 
@ Styrene Sheets and Rolls 
@ Polyethelene Sheets and Rolls 
Clear and in Colors Special Colors to Order 
Cut to Specifications 


CELUTONE COMPANY 


23 East 26th St. Dept. New York 10, N. Y. 











A. Smith ls Dood GENUINE and ORIGINAL 
ittsburgh Firm rT 7 
i TURNA 


& B. Smith Company, Pittsburgh dis . 
play and art supply firm, has announced Battery-Moved Display Turntable 
the death on March 31 of A. Smith. He was ; BEWARE OF IMITATIONS 
No Wiring, No Winding, No Fire Hazards 


The ‘‘TURNA”™ runs on two ordinary Flashlight 
Batteries day and night, uninterrupted, for § to 8 

WEEKS, with a well-centered load of 6.5 Ibs. 7'/)"" 
Sales Increase Reported diameter Entirely Metal made $8.75 Each 


From Line Additions Color: GOLD 


co-founder of the company 








Postage prepaid. 


Barney Robbins. ot Hlerzbereg Robbins, Quantity discounts. Agents wanted 
Inc., 457 West Broadway, New York City, Attention display manufacturers: We con supply 
announces that sales tor the first three motors only for any display animation. 


months of the current year ran 15 per cent 
higher than that of the previous year. He 
attributes part of the increase to the addi 
tion of new mannequins to the firm’s regular 


Hertvy Co., Inc. 
Rego-Park 74 
New York, N. Y. 
Tel.: ILiinois 7-8094 








line of wigs 
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Big enough for windows. 
Ideal for short range 
white or color lighting 
from 12’ spet to 36’ 
spread at 3 feet. Hood 
measures only 414'’x 
5x24", Very light 
weight. Fresnel lens, 

polished mirror, univer- 
sal mounting bracket, 

cord and plug. Three 
gelatin colors and hold- 
er. Beautifully finished. 
Only $8.45. With 100 
watt bulb, $9.55. 


Fine 4'.’ Fresnel lens, 
reflector, cord and plug. 
Universal mounting 
bracket. Three gelatin 
colors and holder. Only 
$9.45. 400 watt model 
with bulb, $11.55. 1000 
watt model, $13.50. 


Automatic color chang- 
ing wheels also avail- 
able. 





BEST AUTOMATIC COLO 
No. 155 
tor G.E. R-40 Spot Lamps. 


Motor driven color wheel 
and universal mounting 
bracket. Complete with 
G.E. R-40 spot lamp, only 


Small enough for cases. 
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GRIFFIN GRAPHIC ARTS 


Nashville 3, Tenn. 


INVITED @ 


*® 155 Fourth Avenue, North + 


@ FOBBERS INQUIRIES 
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Simple, Effective Props 
Get Good Results 
“Spring 1s 
theme adopted tor 
First and Pacific streets in 
California, the 
and flowers tor decorations and props. 
Michael Violante, display 
the idea for the bird 
Howard Earnest, artist, in 


was the 
Store at 
Beach, 

birds 


showing off 

the Columbia 
Long 
when accent was on 
director, 
and 
their 


evolved houses 
aided 
construction. 

Made of plasterboard and finished in pastel 
contrasting cardboard shingles, 


colors with 


were of styles 
most modern architect. 
along the 
and artificial flow 
the 
were 


the houses 
new even to the 
Driftwood 


Maths SOTTC 


collected seashore 
the bases, 
moss tormed 
The 
were 
the 


was used for 


ers stuck in groundwork, 
birds purchased 
sprayed to match o1 


merchandise 


above. 
and 
with 


as secn 
unpainted 
contrast houses and 
to be displayed 
In the smaller 
portant to tie-in as 
with 
achieved this in 
Cost of the 
most of 


specialty shop it as im 
departments as 


and Violante 


many 
each window 


admirable 


possible 
fashion 

negligible be 
done in the 
The windows 
amount of comment 


settings was 
the work 
display shop 
considerable 


cause Was 


stores own 
created a 
= | : 

feach s iopper#®rs. 


among Long 


William DeWitt, Jr. 


Joins Shoe Form 

William DeWitt, Jr. has joined Shoe 
Form Company, Inc., the company started by 
his father. it is announced in Auburn, N. Y 

Frank P. DeWitt, president and general 
manager of the firm, maker of “Fairy 
Forms” shoes and hosiery, that 
Bill, Jr joined the will 
concentrate on the 
the business. 

His 
public schools, 
at Lake 
education 
interrupted 
A Force 
stint in 


lor States 


has company and 


manufacturing side ot 
was in the Auburn 
Northwood school 


his higher 


education 
then to 
Placid He 
at Amherst this 
enlisted in the 
War II. 


be ree he 


early 


started 
college Was 
when he Army 


during World 
the Air 


During 


his was made a 


in the 
completing his 
European 
where 
while 


first lieutenant as a pilot of a B-17 
Kighth Air Force. After 
tour of duty of 35 missions in the 
theatre he returned to this country 
he was an instructor for a 
before being released 


short 


from the Air Force he 
entered Cornell university. He received 
his B.S. in Industrial Labor Relations 1n 
1947. While at Cornell he was elected to 
the scholastic honorary society of Phi 
Kappa Phi and was awarded the Daniel 
Alpern Memorial prize. After graduation 
in 1947, he was hired by the Mears Heel 
(Company under their executive training pro- 
gram. In 1949 he joined the Millers Falls 
Company, Greenfield, Mass. After spending 
time working in many depart- 
ments of the plant, he was active in produc- 
tion and personnel problems as an assistant 
to the general superintendent. 

Bill is married and three 
111, Tom, and Peter 


Upon discharge 


considerable 


has bovs, Bill 


Edward McKegg Dies; 
Was With Hudson's 


A member of the Detroit Display Club and 
of the J. L. Hudson Company’s display staff, 
Kdward N. McKegg died recently while at 
work in the been with the 
firm quarter and previously 
was with Crowley, and Kern's, 
Detroit. 


had 
century, 
Milner & Co. 


store: he 
for a 


also of 


Store Location 
Given Incorrectly 

In the March issue a picture caption 
correctly listed the store known as Expose- 
being in Natal, Brazil; the correct 
Rio de Janeiro. Joseph Koppel 
director for the firm. 


in- 


Cao as 
location 1s 
is display 


Animated Dupleys 
Available On Loan 
The W ool 
New York 
animated 
virtues of wool, 
loan. 


Bureau, 16 West 40th 
Citv, has prepared a group ot 
display units, dramatizing the 
which it will make available 
Full details of the plan 
request to the Bureau. 


street, 


to stores on 


will be sent on 
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PLANNING AND DESIGNING 
FOR EASY-SELECTION 


[Continued from page 47] 


gether, the store's chances for lower cost 
operation collapses or are minimized at 
best. For everything on a selling floor must 
be arranged to display goods and to sell 
goods. 

Having determined how we are going to 
sell various types of goods and the degree 
to which self-selection principles are to be 
applied, the first consideration in laying out 
a department is the question of area. 

In our opinion, in the allocation of space 
to departments the so-called average dollar 
sales per square foot of selling space is not 
an altogether accurate yardstick in the lay- 
ing out of any floor anywhere. It is only a 
preliminary guide, if you're really going 
to cut costs. Just because figures indicate 
a notions department needs 3,000 square teet 
doesn't make it right. Departments with 
more space than they need are costly to 
man. 

When you've seen as many dollar sales 
per square foot production figures as we 
have, you'll realize why this is true. The 
highs are so high — and the lows are so 
low — as to make any average figures sus 
pect from the start. 

What determines area needs? 

1. We stress an accurate analysis of what 
goods in what quantities, in what classifica- 
tions and in what price lines are needed 
in a department at one time. 

2. How goods are to be arranged for sell 
ing 1s another factor that governs depart- 
mental space needs. 

3. What kind of goods presentation (sell 
ing display). 

4. Location of department and customer 
circulation to and through it. 

5. Department operative needs (perimete 
stock areas, fitting rooms, wrap desks) 

6. What kind of fixtures. 

7. The design of the fixture from a func 
tional, not an esthetic point of view. 

In this complex phase of planning all the 
cardinal virtues of simplification are called 
upon and can pay big dividends. Depart- 
ment arrangement will avoid barriers which 
separate classifications from one another, 
which conceal certain fixtures of the depart- 
ment, or limit the area that can be easily 
seen by the customer and seen and serviced 
by Salespeople. 

Highly important is the elimination of as 
many barriers between goods and_ people 
as possible — considering the qualities of 
goods with high soilage characteristics or 
whose intrinsic value needs extra protection. 

Transactions per employee are considered 
here, for sales per employee will increase 
when selling equipment is arranged to cut 
out unnecessary steps. The location § of 
wrap desks as well as their design will make 
for quicker service. 

This means the right number of fitting 
rooms in the right places. The right 
amount of perimeter stockroom. 

The fixtures, displays and equipment with- 
in departments are all planned around the 
goods they are to house, glorify, feature 
and sell. 

The whole store or floor is a_ selling 
frame, keyed to the way the store wants to 
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These Fine CResceNT 
MosT Effective «ss COLPR'S.- REALLY COME 
JUMBO POSTER Ae To LIFE. 


Weve EVER 
USED. 


ROR SO 
. RS 


More and more display 
people are insisting on famous 
Crescent quality, everywhere. 
When your job calls for 
Jumbo poster board, 


Perfect for: insist on Crescent. 


@ DISPLAYS | @ CHARTS 
@ THEATRE FRAMES @ BACKGROUNDS 


®@ PHOTO MOUNTINGS 
Look for this trade mark and be sure of the finest ead 


Ask your dealer for samples 


CHICAGO CARDBOARD COMPANY 


1240 N. HOMAN AVENUE @ CHICAGO 51, ILLINOIS 

















YOU CAN MASTER DISPLAY SPACE, 





TIME and DESIGN 


DECA-POLES (Pat. Pending) 
In the NEW Fibreboard Module Deca-pole 
In the Unmatched Steel Deca-pole 


MODU-AIRES 


Interchangeable frames, panels, shelves and legs! 


SELF-PAK EXHIBITS 
In Special Designs just for Your Needs. 
No Storage problem, No time-consuming unpacking 
and re-packing. The Ideal Exhibit. 
Lithographed Displays . .. Individual Displays . . . Exhib 
ltinerant Units ... Motion Displays ... Point of Purchase Un 


all products of 


ADVERTISERS DISPLAYS & EXHIBITS INC. 


2028-32 Washington Ave. Central 3170 St. Louis 3, Mo. 


its 
ifs 














opportunity ExcHanceE | | DEK ADHESE 


For any WANT AD purpose: 


POSITION WANTED POSITION VACANT “The cement that grips before it sets” 
USED DISPLAY EQUIPMENT FOR SALE 

REPRESENTATIVES WANTED THE DECKER CORPORATION 
$4.00 Per Column Inch- CASH WITH ORDER P. O. Box 1605, Wilmington, Delaware 
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sell, built around goods and the operations feature items that will sell in quantity, (Cc) 
necessary to sell them most profitably, and important new fashion ideas. 
most economically. Put another way: form In our book, planning places tor such 
follows function. merchandise presentations is a part of the 
Having determined the right layout, this store designer's reponsibility. We call such 
brings us to the final phase of planning and elements built into a department's layout — 
designing a store for self-selection — the “powerized displays.” 
actual design of the fixtures and _ the It has been our experience that display 
esthetic design of the interior. And right facilities of a practical, flexible nature, when 
design is a skillful blending of functionally built into the design of fixtures used to 
designed equipment in a_ people-pleasing house and glorify such goods and in the 
setting — esthetically in good taste. layout of the department, are a_ positive 
And in all departments regardless of the step forward and sound insurance that a 


amount of personal service rendered by — store’s department will consistently have 
f ns tt Di } | salespeople, sound functionally designed sound-selling and good merchandise pre- 
0 e er isp ays fixtures are designed to work They are sentation. As we said at the beginning, 


designed to house all the goods they can self-selection is a matter of degree. The 


ey 


| . 





You’ve good backing when you use possibly house in the least possible space. question is not one of a complete switch to 
Tekwood® for your displays. soundly designed fixtures encourage the this type of selling on the one hand, or no 
Durable Tekwood’s strong and tough. | customer to shop in the manner a store has change whatever in selling methods on the 
Doesn’t splinter, shatter or sag. It’s a decided it wall sell those goods. other, | 
heavy-duty material, yet it’s light in for example, if a fixture is to house an Functionally designed fixtures allow tor 


assortment of sport shirts, by size, but with certain variations in merchandise sizing 


weight. Cylinder Kraft paper and hard- 


, a quantity of torward stock for each one, and in this way are flexible. 
wood core plywood construction give , 


aan , then the bins must be exactly sized, rows We're for flexibility up to a point. But 
lekwood a remarkably high strength- must not be too low or too high for easy actually there’s no need for as much flexi- 
low weight ratio... ideal for stand-out reach by a customer. Size tickets and sell bility for each fixture a store owns (ac 
displays. ing cards are built in and if the fixture does quired at a premium) as we often see. 
Tekwood is easy to work, too. It cuts | a complete selling job there will be space Fixtures designed specifically to house 
cleanly, easily. Forms even to small] | tor a feature display as well. maximum stocks of certain types of goods 
radii. And takes printing, painting, | \nd a soundly designed selling floor im effectively for easier or self-selection work 
lithographing, embossing, etc. ... beau- corporates imto Its mitial concept depart much hetter and olten cost less to OWT, | 
tifully .. . without pre-finishing. mental and classification signs which = are Fixtures or their arrangement in a depart 


&. ‘ — tundamentally a necessary part of a truly ment designed for easier or self-selection 

Available in 's thickness, 4x4’ and selling interior as the fixtures themselves selling don’t cancel out any of the time 
x8’ in size... special thicknesses and ' Can anything be done in the design of | tested fundamentals of good merchandising 
sizes manufactured to specifications ... | departments that house types of goods that practice. Instead the best modern fixture 








exact color match on orders of 10,000 | require maximum personal attendance to design re-emphasizes these fundamentals 
square feet or more. | make selling easier to encourage at least more strongly than ever. 
Investig: ite low-cost Tekwood. Sam- | partial selt-selection? Of Course there is For BO store ever expects to sell feature 
ples and prices on request. Mail coupon | fhere are two powertul sales aids available items in volume without teaturing them 
to every store and we mean teature them so that they 
today. * a ; 
:; | First, the development and use of dra really stand out! In our opinion one of the 
UNITED STATES PLYWOOD | matic, ideatul and sellingly conceived assort important jobs of fixture design 1s_ the 
CORPORATION | ment displays encourage shoppers to buy. incorporation of the means of glorifying 

55 West 44th Street, New York 36, N. Y. Second, the creation and constant use and dramatically featuring goods. 

World's Largest Plywood Organization within the department ot high spot feature This is even more important in depart 
Manufacturers of Tekwood and Weldwood®) Plywood displays. Displays that are used to exploit =ments with less personal service than before 
MNNNS Th ai GelEs HIERN: SSS Te. rere (a) the new and the novel, (b) important You cant spotlight features if you let 

UNITED STATES PLYWOOD so 


55 West 44th Street, New York 36, N. 


Vlease send me additional information | 
} 


amples, prices 
Name 
Address 


City State 
DW -4-53 


STUDY NY 
WINDOW DISPLAY 
AT HOME 


Easy Home Study course showing 
how to do every phase of window 
display work. Merchants, display 
men, women and beginners will 
find this course the finest of its 
kind. School founded in 1905. 
Employers: Free to you— 
Names of our Graduates. 


Write for literature. 


THE KOESTER SCHOOL 


3710-12 N. Cicero Ave., Chicago 4], Il. 






























—Simple but effective is the business office atmosphere achieved by George Allen, Castner-Knott 
Company, Nashville, in this display for men's wear— 
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them be buried in regimented row-on-row, 
step-up free standing units, or bin units, or 
step-up tables. 

When you want to sell goods you don’t 
regiment fixtures as though the goods they dis- 
played lacked all distinctiveness, all special 
selling points. 

You spotlight, you emphasize the im- 
portant selling features if you're after extra 
volume which means extra profit. 

In our book, fixture design provides in its 
functional design the means and the opper- 
tunity to spotlight feature items as well as 
the ability to carry maximum stocks. 

lf there’s any one reason why plenty of 
stores have found that self-selection equip- 
ment doesn’t perform as well as anticipated, 
it's the neglect of this principle of featur- 
ing features — which we repeat is more im- 
portant, rather than less so, with reduced 
personal service. 

Soundly designed fixtures are really 
visual unit controls in themselves — right 
there on the selling floor fixtures in 
which vacant bins show up the holes in the 
stock on the floor which must be plugged. 

lurning now to color, lighting and decor, 
a department store interior — if it’s to fully 
capitalize its opportunities — must be beau 
tiful, not the sort of awe-inspiring grandeur 
that scares customers to death or looks too 
good or acts too wise. 

but it must be invitingly warm and com 
fortable and a pleasant place in which to 
shop. It uses color wisely and lavishly 
because color does affect people and does 
aid in selling more goods. 

It makes use of lhghting not only to make 
selection surer, more accurate but to ac 
cent, highlight and feature important ideas. 


Fixtures themselves need be handsome, | 


in the sort of pleasing good taste that 
frames the goods and helps glorify them. 
Beauty in fixture design often is the sleek- 
ness and the ingenuity ot the = structural 
concept and make-up — it need not mean 
costly embellishment. 

Now we're vitally concerned with fixtures 
and layout. That’s our business. Nobody 
could be more concerned with the physical 
set-up of a store than we are. But, in our 
shop, when we design a store for self-se- 
lection selling our first concern is merchan 
dising 

ur idea of a store design is design that 
works—and for a store this means design 
that sells. 

Qur planning executives know that their 
job 1s to convert a selling floor, or a store, 
into a machine for selling and the em 
phasis is sell. Fixtures are but the means 
to an end; they are X, Y and Z in a plan 
ning problem — not A, B, C. 

Kasier or self-selection selling is much 
more than fixture design, or department 
lavout, or the arrangement of goods, or dis- 
play, or color, or lighting. It takes more 
than some new fixtures to switch to self 
selection selling. 

\ good tool can turn out good work only 
when it’s in good hands. And that’s what 
self-selection 1s a merchandising tool 
which must be used with skill to get the 
desired results. 

The great virtues of easy-selection selling 
are that (1) the salesperson is relieved of 
part or all of the selling job, and (2) cus- 
tomers shopping is made easier, more 
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Reinforced Plastic 


MANNEQUINS, FORMS 


e WON'T BREAK e WON'T CHIP 
e BEAUTIFULLY STYLED e WON'T WARP 
e FORMS HAVE FELT PADS FOR PINS 


New plastic forms and mannequins reinforced with 
Fibre Glass. Durable, yet with subtlety of design .. . 
maintaining the beauty and charm well known in Tero 
products. Mannequins weigh approximately 1214 Ibs. 
Forms to meet every display need, designed to increase 
the eye-appeal of merchandise. 


No. 145-P . . . . $3.94 


SEND 
TODAY FOR 
CATALOG 
OF OUR 
COMPLETE 
LINE 





No. T-800 . . $133.50 


TERO, Inc. 


345 W. BOADWAY NEW YORK CITY 
WOrth 4-8683 
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ART SCHACHTEL'S DISPLAYMAN used distinctive background and 
floor paper materials for displaying merchandise in this attractive 
window. Papers of all kinds — fabrics, too—can be installed neatly, 
quickly with Hansen one-hand Tacker. 



















Hansen "staple guns" shoot staples right thru the paper into the wall, 
ood or similar material. They save time and tempers; 
. = a Caner. al'inate tack. REQUEST 
prevent losing tacks or mashing fingers; el.minate tack 
, * spitting. Use Hansen, displaymen's favorite tool. BOOKLET 
“Sih aa «4 
/ . Lt oy ee 4s 
* 


AL. HANSEN MFG. CO., 


5041 RAVENSWOOD AVE., CHICAGO 40, ILL. 


ae ipte 















































pleasant and takes less time. Lower trans- 

* BECEOERa: As Used by action costs mean better profit margins. 
George Allen of the Castner Knott Co., Easier and more pleasant shopping for the 

Nashville customer means increased volume, 

Changes in floor layout and fixtures in- 
volve absolutely unjustified expense unless 
they result in lower cost per transaction 
and higher sales per salesperson. But these 
will be the result if the right changes are 
made and if the changes are followed up 
by management to see that store policy 





Other uses 


are limited 


| 

28 only by | isn't being more or less unconsciously 
| sabotaged by people who persist in doing 
LN your | things the same old way they always have. 
7 | imagination. | If department and specialty stores are to 
.* , | increase their share of the market for the 
e _ types of goods they sell, rather than suffer 
; | losses in trade to competing outlets; if sell- 
, sey For complete | ing costs are to be reduced and the decline 
To 2 ; | in profit ratios halted, stores must — and 
3 ime, information | the word is must make self-selection 

‘-. on this most | selling methods work. | | 
Alert merchants whose stores will make 





versatile prop the most ot self-selection selling methods 


contact your will: 


l. Insist that departments expose the 
local jobber goods they offer in full-assortment displays 
and arrange the merchandise tor easier 
selection by grouping the goods according 
direct. to the relative importance to the customer 
of each selling factor. 





or write 


i. he & 2 ~ a 
> & ie 


Insist that those selling factors are 
forcefully brought to the attention of the 
customer by clear, informative, hard-to- 
miss cards giving full price, size, color, and 


> : DISPLAY P R 0 D U C TS MFG. & 3 UPPLY CO. product feature information. 





camuen eseuue ven canna 3. Insist that departments highlight fea- 


tures and not neglect this basic merchandis- 
ing practice because of a change in selling 
methods. 























4. Insist that departments maintain com- 
plete assortments on display and make cer- 


REED & RATTAN tain that stocks in forward reserve com- 
partments are adequate and orderly. 

: 5. Insist that there’s a follow-up to the 

physical changes in the store with a program 


IN FASCINATING of checking on personnel to see that the 
NEW TREATMENTS greater sales potentialities afe exploited to 


the maximum. 

A store equipped with easy or self-selec- 
tion equipment isn't going to build volume 
or cut selling costs unless it’s put to work. 

The store will only be a well lubricated 
FOR ATTENTION GETTING machine for selling — with all the resulting 

good effects if it’s in the hands of people 
WINDOWS & INTERIORS who know how to make it work as it can 

and should work. In a store it has to be 
somebody’s definite responsibility to keep 
fixtures at work. 

1. To keep assortment displays in order 


and freshly “ideaed.” 

2. To keep stock bins filled and to see that 
there’s always enough forward stock right 
; at hand in the perimeter stockroom, 


3 West |8th Street * New York II, a CHelsea 2-6264 To see that the selling sign holder 


always has a card in it. 

4. To see that size tickets are on if the 
goods are arranged by size, or to see that 
price tickets are on if the assortment ot 
goods is arranged by price. 

Yucca Poles, Cholla, Red & Black In conclusion it would be a good idea if 
Manzanita, Sandblasted Manzanita & WINDOW DISPLAY “a menial) a ag ed mace Tn el 

selection selling 1s tast Decoming an iIndis- 
Grape Lge See Seweee MATERIAL pensable competitive weapon. Whatever 


Russel Morris of California | BECKER SIGN SUPPLY CO. may happen later, it’s as impossible for a 


990 S. Live Oak Fontana, Calif. | § 319-321 N. Paca St. Baltimore 1, Ma. § | Pusinessman in a competitive economy to 
| question whether he should introduce a cost- 
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reducing innovation as it is for a front-line 
soldier to question whether he should carry 
a gun. 

And let’s not forget the boss — the cus- 
tomer. She's gotten used to the idea of 
self-selection and even modified self-service 
in certain departments and certain classi- 
fications. She’s even gotten to like it be- 


cause it saves her time. 
What management has to do is first de- 
cide which departments, which classifica- 


tions, and which price lines are suitable for 


a self-selection operation. 

Second, it must plan the department layout 
with adequate space and facilities to in- 
sure that self-selection achieves its ob- 


jectives of making it easier for customers 


to buy and increasing productivity of sales- 
people. 
Third, equipment and interiors must. be 


and economy 
in surroundings which please the 
and facilitate the movement ot 


designed for economy of time 
of space 
customer 
goods. 

Lastly, management must follow up phy- 
sical changes of equipment and layout to 
see that store employees understand these 
changes, and fully exploit their volume and 
profit possibilities. 

The store which adopts _ self-selection 
methods in the appropriate departments and 
classifications can meet competition from 
other department stores and other types of 
outlets — and the which, in addition, 
offers the wide assortments of wanted mer 
chandise which are traditional in the depart 
ment store can best such competition. The 


store 


store which is flexible in its merchandising, 
which has what the customer wants, when 
she wants it, in the styles and colors and at 
the prices that are most wanted will con 
tinue to lead the retailing field as it always 
has. 

So here’s to you who are committing 
vourselves to easy-selection methods of sell 
ing to one degree or another. We firmly, 
believe that you are on the right track 
that these increasingly important ways ot 
selling represent a tremendous and a tet 
rific opportunity. 


Two New Racks 
By City Display 


City Display, Inc., 842 Sixth avenue, New 
York City, announces the introduction 01 
revolving pants and skirt racks in wood. 
These two racks were designed to meet the 
demand for units which facilitate the selt 
selection of merchandise. Skirt arms have 
rubber cushioned clips. Both racks are 44 
inches in diameter. Another new innova 
tion to a complete line of metal fixture 
stands is a new, heavier base, claimed to be 
the heaviest fixture base on the market. 


-- -—— + -—- — - — 


Levy's, Nashville, 
Names McDonald 
W. M. “Bill” 
associated with Levy's, 
and advertising manager. For the previous 
four years he was Tennessee representative 
for Baltimore Display Industries, and 
nine years prior to that he was display and 
advertising manager for Krank & 

Son, Nashville. 


McDonald has 
Nashville, as display 


become 


Joseph 


1953 


APRIL, 


for 
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fy SHOW CARD 





og) “SGNPRESS” 


AND POSTER MACHINE 


yee Featexx?/ SPEED..-SIMPLICITY 
LOW OPERATING COST----LONG LIFE 


Used for over eighteen years by leading national chains. 


MORE PROFIT 











TO YOU! (\#*: 
” 1} SHIRTS 
The "SIGNPRESS" | ses | 
ables store managers to | 
do a better job of mer- = 


chandising. It provides 
a simple, convenient 
means for producing 
GOOD LOOKING Cards 
& Posters QUICKLY and 
at SMALL COST. 


MADE IN THREE SIZES... 


BOX D-144 


Soil! % 


CHOCOLATES 


Many have from 50 to 500 or more in use. 























WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 


DISPLAY EQUIPMENT CO. 


ADRIAN, MICH. 














NEVER OUT OF A JOB! 


The “H” or “VL” 
many kinds of work 
of a job”. The “H” 


Paasche Airbrushes do so 
that they are seldom “out 
3-in-1 convertible Airbrush 
is in great demand for sign painters, window 
trimmers, “Fix-it” and Hobby Shops, and for 
all kinds of touch-up work. 


Phe “VL” 1, 3, or 5 Atrbrushes are used by 
\merica’s leading Poster Artists and Display 
Men, because their controls permit instant reg- 


ulation of color andair work. Alsoused with paints 


and lacquers reduced to flowing consistencies 
There are three sizes of air and color feeds, 
each separately adjustable, making it possible 


large variety of finishing jobs. 
Send for 1952 catalog listing the new 
complete line of Artists, Illustrators 


signers Airpaimting quipment. 


to handle a 


and most 
and De- 


Yaaschs Mirbuush be 


1911 W. Diversey Parkway 


Chicago, Illinois 








ARTIFICIAL FLOWERS AND 
DECORATIVES FOR SHOW WINDOW 
AND INTERIOR DISPLAY 


Original designe of highest quality and lowest prices. 
factory direct to the Displayman. 


From 
Write for Spring catalog. 


BARTH’S DECORATIVE STUDIOS 


1515 Ne. Chestnut Street Colorado Springs, Cole. 





CAN WE HELP YOU? 


We have ideas and props for 
every display use. 
REINERMANN FIXTURE COMPANY 
343-345 W. 4th Street, Cincinnati 2, Ohio 
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SURULL-TtA 


The perfect answer to 
give your display signs that 
EXTRA TOUCH.... 

SCROLL-TEX has a per- 
fect surface for brush, pen 
or machine lettering and 
comes in a wide selection 
of colors too! 


Write TODAY for sam- 
ples and prices of the 
original and only SCROLL- 
TEX. 

P. S. Inquiries welcomed 
on our many other na- 


tionally used sign papers 
and card board. 


W. C. HURLOCK Inc. 






















Display Materials ¢ Artist Supplies 
3.85 Card Board and Paper Specialties 








/ (23 E. Baltimore Ave. Lansdowne, Pa. 























Summer 
YS, Here! 


Decoration Day, Independence 
Day, Swimming and Picnic time, 
all offer opportunities for your dis- 
play windows. We have + and 
the necessary props and materials 
to help you get the most from your 
summer windows. 

For Summer we have a complete 
line of original and different dis- 
play materials and accessories 
which are the result of our designers 
year long work. 

Write or visit us, and see how 
Hamberger can help you. 


































































































DAVID HAMBERGER, Inc. 


Display Decorations 
115 W. 3ist ST., NEW YORK CITY | 


















































































































NADI News 


By JOHN F. BOWMAN, JR.., 
Managing Director, National Association 


Of Display Industries 


USINESS: Continues at a fairly high 
B level. Some members are already on 

the road with fall lines and = fill-in 
items for the June-July-August promotions. 
s,ack-to-school items are going to get plenty 
of attention during this period. Planning 
for the heavy Christmas season 1s well ad- 
vanced in most design departments. Reports 
from the Fast and the middle West show 
sales volume through March was up from 
the corresponding period of 1952, probably 
resulting from firmer ordering of early pro- 
motions for Easter and general spring mer- 
chandising. Most National Association of 
Display Industries members are experienc- 
ing personnel changes in sales forces with 
realignments of territories and replacement 
of agents getting a lot of attention. Repre 
sentatives of firms who have visited the 
Kuropean markets for import items indicate 
that there will be a volume of this 
merchandise June Market 
Week. 

June Market Week: The mid-West com- 
mittee for this event met on March 30 at 
the Palmer House in Chicago to complete 
plans on the special program and finish up 
the details of personnel, etc. George Sil 
vestri presided. Attending were Bill Stens 
gaard, Warren Tobecksen, Richard J. Adler, 
Philip Gray, Syl Reiser, I. T. Vierheller, 
and John Bowman. Earl Gasthoff, Al Cook, 
and Sam Froelich were unable to attend. 


good 
shown at the 


Silvestri 
acceptances 


President reported that he had 
tentative trom the following 
to appear on the special program: Harold 
Melnicove, The Hecht Company, Washing- 
ton; Findley Williams, Sears, Roebuck & 
Co., Chicago; Robert Kenny, J. L. Hudson 
Company, Detroit; Henry Callahan, Lord 
& Taylor, New York City; Walter Krysto, 
Jordan-Marsh Company, Boston, and Mar- 
jorie Reich, Halle Brothers, Cleveland. He 
also reported that about ten other personali- 


tics would complete the personnel section 
of the program. Randall Cooper of the 
State Street Council of Chicago was ap- 


pointed to coordinate the program and to 
act as master of ceremonies. 


Point-of-Purchase Advertising Institute 
Symposium: Checking in at the Palmer 
house in Chicago were many NADI mem- 


bers for this national event. Seen during 
the three days were Bill Stensgaard, Pere 
Wise, L. A. Goodman, John T. Jackson, 
Ben and a tormer member, Harve 
Ferrill, who all had exhibits at the Palmer 
House. Silvestri was repre- 


sented in the exhibit area for the first time. 


Seger, 


(,eorge also 


The program that the Institute presented 
was excellent. 
Employment: During a recent visit to 


New York plans tor the complete coverage 


ot all types of personnel in the display 
held were developed in conjunction with 
the New York State Emplovment Service. 


Working in close cooperation with similar 
and local services, a system of job 
classification and evaluation will be set up. 
The service will cover the entire country 
and is expected to provide approved patterns 
for similar operations in other fields. Pre- 
liminary inquiries have been sent out to 
members in the New York area to deter- 
mine the basic classifications to be covered. 
The United States Employment Service will 
also be brought into the operation. Present 
referrals and services provided by the NADI 
office will not be changed. The additional 
coverage will expand the present arrange- 
ments. 


Needed 


state 


people to fill several 
situations. Sales personnel in all sections of 
the country are in demand also. One store 
in Terre Haute wants an assistant to han 
dle ladies’ or men’s windows and 
interior Openings designers, 


now are 


SOME 
work. for 
artists and production personnel are on the 
list. If you are looking for new opportuni 
ties or want a change, write this office. 
New Members and Reinstatements: Ap 
plication for membership in the NADI has 
been received from Bernard Schwartz & 
Co., of New York City. This application 
is being processed and prepared for ap- 
proval by the NADI board of directors. In 
addition the office has received inquiries 
from the Jay-Gee Studios for membership, 
Starer Displays, of Milwaukee, and Adver- 


tising Displays, Inc., of Cleveland. Rein- 
stated this month is Printasign Division 
ot Reynolds Pen Company. Also in the 


works is a reinstatement application from 
Facile Corporation, Paterson, N. J. 

Clinics and Workshops: Originally sched- 
uled for April 23, the clinic at Northern 
Michigan college has been postponed to late 
in May. Scheduling changes on the college 
calendar made this change necessary. The 
basic presentation and dates will be an- 
nounced next month. Additional inquiries 
have been received from the State Depart- 
ment of Public Instruction of Montana con- 
cerning the planning of three clinics in that 
state for later this year. These will prob- 
ably be set up for October. 


from the section on 


Newhoff 


been 


Omitted 
Sidney 
has 


General: 
membership, 
Los Angeles, 


Associates, 
approved by the 
NADI board of directors as a member of 
the association. The firm will participate 
in the June 1953 Market Week. 

The June Market Week is developing 
creditably and continuing promise 
to be the largest 1948. Seventy-one 
members have space at the event 
and there are some 30 still to be heard trom. 
Space on the second and third floors of the 
Conrad Hilton hotel 1s completely assigned 
Some areas in the exhibit hall and the sam 
ple rooms on the fifth floor are still 
available. 


shows 
since 


reserved 
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NOW IN ITS FOURTH YEAR! 








We announce our ever-growing FOURTH ANNUAL 


DISPLAY WORLD INTERNATIONAL 


DISPLAY CONTEST 





The success of the 1952 contest is best indi- 
cated by the 3,104 entries which were re- 
ceived from all over the world. We are 
confident that the recognition of the world’s 
finest display skill afforded by this contest will 
have a definite influence in directing more 
attention to the importance of display in 
retail merchandising. This Fourth International 
Display Contest — with 306 awards — will 
continue to prove an incentive to still better 
display throughout the world and to reward 
outstanding displaymen with tangible evi- 
dence of their ability. It is our belief that 
this recognition of meritorious work will bene- 
fit the entire profession, and we view it as 
one of our obligations to the field we serve. 
All displaymen are invited to participate. 





There are no restrictions. 











1. Women's and Misses’ eve- . Yard goods. 
ning wear. 36. Notions. 
. Women's dresses. 37. Linens, bedding. 
. Women's sportswear. 38. Furniture. 


2 
3 . . 

; t its. 39. House furnishings 
" — so 40. Paints, Wallpaper. 
6 
7 
8 
9 





41. China, glassware. 


ae 42. Silverware. 
. Lingerie. 
Milli 43. Toys. 
. Millinery. 44. 
. Women's footwear. . Luggage. 


45. Sporting Goods. 


10. Women's hosiery. 46. Musical instruments. 


11. Handbags, umbrellas. 47. Radios, television sets 
7 _— $ gloves. 48. Gift novelties. 
. Jewelry. 
14. Women's handkerchiefs. re oe 
15. Corsets, surgical garments. 51. Greeting cards. 
16. Women's bathing suits. 52. Drugs. 
17. Cosmetics, perfumes, etc. 53. Tobacco, smoking 
18. Children's apparel. equipment. 
19. Children's footwear. 54. Groceries. 
20. Children's hosiery. 55. Candy. 
21. Infant's wear. 56. Liquor, other bottied goods. 
22. Men's clothing. 57. Refrigerators. 
23. Men's shirts. 58. Ranges. 
24. Men's neckwear. 59. Laundry equipment 
25. Men's hats. 60. Lamps. 
26. Men's shoes. 61. Electric and gas appliances 
27. Men's socks. 62. Vacuum cleaners. 
28. Men's underwear. 63. Kitchen equipment 
29. Men's swim suits. 64. Garden tools and 
30. Men's sportswear. equipment. 
31. Men's toiletries. 65. Hardware. 
32. Men's robes. 66. Automobile showrooms 
33. Men's evening wear 67. Automobile accessories 
34. Men's gloves. and equipment. 
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98. 


. Florist display. 

. Photographic equipment 
. Optical goods. 

. Exhibit booth. 

. Exhibit display. 

. Institutional display. 

. Civic display. 

. Christmas interior. 

. Christmas facade and 


marquee. 


. Christmas window display 

. Floats. 

. Showcards, pen-lettered. 

. Showcards, machine-lettered 
. Showcards, hand-lettered. 

. Banks and other service 


institution display. 


. Travel display. 

. Animated display, interior 
. Animated display, window 
. Anniversary display. 

. Valentine Day display. 

. Easter display. 

. Mother's Day display. 

. Cotton Week display 

. Father's Day display. 

. Independence Day display. 
. Thanksgiving Day display 
. Style show setting 

. Interior ‘‘shops'’, such as 


"Town & Country’, ‘‘Bud- 
get’, etc. 


. National advertiser's display 
. National advertiser's display 


unit. 
Miscellaneous 


Mail Your Entries to Contest Editor 


DISPLAY WORLD, cincinnart!, onI0 


APR, t9Ss 











Top awards will be beautiful gold, silver and 
bronze plaques, and there will be gold, silver 
and bronze medals presented in each of 98 
classifications covering every type of mer- 
chandise. In addition, a gold medal will be 
awarded each month for the best display 
entered in the contest during that month. 
Thus there will be a total of 306 awards. 


Every displayman, no matter where, is invited 
to participate in this contest. There are no 
strings attached, no entry blanks, no slogan- 
writing; nothing is required but good displays. 
Read the rules carefully and get your entries 
started today . . . and keep them coming. 
The more entries submitted, the better your 


chances for international recognition. 


. Any displayman in the world may enter this contest; 
it is not necessary to be a subscriber to DISPLAY 
WORLD. 

. All entries must be of displays installed during the 
year 1953. 

. Entry is by means of one or more unmounted black 
and-white glossy photographs, preferably 8 x 10 
inches in size. As many entries may be made as 
desired. No entries will be returned. 

4. Each photograph must be clearly marked on the 
back with the name of the entrant, store, city, and 
contest classification. Example: “John Jones, Dexter 
& Sons, Kansas City, Mo. Classification No. 74’’. 

. All entries become the property of DISPLAY WORLD. 

. All entries must be sent to Contest Editor, DISPLAY 
WORLD, Cincinnati 1. 

. Entries may be submitted at any time. All entries 
received during a given month will be judged for 
the monthly gold medal award for the ‘Display of 
the Month”. The contest ends December 1, 1953. 
8. The entry judged best in its classification will re- 

ceive 3 points and a gold medal; second best, 2 
points and a silver medal; third best, 1 point and a 
bronze medal. The entrant who receives the great 
est total number of points will be awarded a gold 
plaque, suitably engraved; the one receiving the 
second greatest total number of points will receive 
a gold plaque; the third greatest total number of 
points a silver plaque, and fourth a bronze plaque. 

8. Each photograph entered will be eligible for only 
one classification. 

10. Judging for the annual awards will be done by an 
outstanding board of well-known display authori 
ties. Their decisions will be final. 

ll. Judging for the monthly “Display of the Month” gold 
medal award will be done by the editorial staff of 
DISPLAY WORLD. Their decision will be final. 

12. In case of a tie, duplicate awards will be made. 
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UNBREAKABLE PLASTIC _ 








































(Continued from page 22) 


| ¢@onventions at which displaymen from stores with 
b a A ‘ be | such magic names as Macy's and Marshall Field's 

| could show by personal demonstration the tech- 
niques they had developed and for which they 
were famous. It was an age of expansion in 


display knowledge, a passing along of new or 


little known methods. 
Let us consider for a moment how the 


Situation has changed. Displaymen of today are 
just as receptive to new knowledge, but as far 
IN—LORD & TAYLOR as Knowing the fundamental techniques of their 
B. ALTMAN field is concerned there is little for them to 
learn. Lighting, for example? They have the 
ahenenmes latest in incandescent and fluorescent illumina- 
RUSSEKS — ETC. tion at their fingertips, along with spotlights, 
One of America’s Largest Manufacturers floodlights, color lighting, black lighting; 
of Plastic Mannequins furthermore, the experienced displayman of today 
Knows the fundamental principles of display 
FLA I We 15 WEST 18 ST lighting. And so it is with the other elements 
ew SORe Siry of display; he Knows them, or enough about then, 
so that there is no longer the driving need for 
banding with other displaymen for the inter- 


The Finest Plastic 


























ree change of ideas by discussion or demonstration. 
stenaian Wire | The displayman of today 1S too self-sufficient 
DRUM to feel the need for a national, or even a local, 
7) MILLINERY group. The urgent necessity is gone...and with 
/ ENSEMBLE it, I am afraid, the chance for the organizations 
f. $27.50 | so many of us would 1ike to see... 
4 complete | Better living conditions, better medical. 
sec engie table || Care, and advances in science have contributed 
The dram is 12" high to longer lives for those in your community. 
the ite need || This means that the percentage of elderly people 
heights. “The overstt || among those you want for customers is getting 
no fain larger all the time. It might be a good idea to 
Gcdtiones Guts anit tine cnn te bad te Celene remember this in determining display styles to 
RG" and 12"... Pee follow.... 
R30" ond 36" 20°86 We have Miss Amy Fagan, fashion adminis- 
Seperate Heads &4°5% trator for Macy's, New York City, to thank for 
RD-88M this testimonial to display: She says that any 
BASKET | dress -=- otherwise unadvertised -=- displayed on the 
poems Fashion Stage of the apparel floor sells five 
$21.00 times as well as any not so shown. More than 40 
Complete mannequins are used for the Fashion Stage, and 
pet ig gy Macy's regards the $5,000 a year it costs to 
Mclghte: ‘SO 38". oe maintain as money which brings in a handsome 
"tee Your Jobber return.... 
ee Cordially yours, 
HARRY C. COHEN CO. | pm ] 
Stylists in Wire’ 
5219 Center Ave., Pittsburgh, Pa | | oy | 
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LOS ANGELES DISPLAYS 
[Continued from page 31] 
as if to underscore the “springy” message. 

Utilizing display appeals and devices as 
fresh and intriguing as each new spring 
itself, Stanley Thompson, display director 

{ The May Company-Downtown, presented 
a series of fashions grouped around abstract 
designs and shapes. The abstracts were in 
stark white interlaced with brilliantly col- 
ored strings, and interest in the fashions 
themselves in the window was _ heightened 
through the additional techniques of using 
the free-form shapes as pointing devices and 
presenting the entire colorful composition 
before a stark charcoal gray background. 
The floors were also very dark. Combina- 
tions in colors and merchandise were such 
as cerise and orange, yellow and pink, blue 
and green, checks and prints, stripes and 
florals, with card copy heightening the gay, 
giddy combinations: “Look, Look, Look at 
the Wild, Wild Colors!” 

To focus the maximum concentration 
upon the single thought of “campus favor- 
ites,’ Robert Rough, display manager of 
The May Company-Crenshaw, used a dis- 
play featuring a single figure wearing cor- 
duroy and jersey midway between a hang 
ing abstract design and accessories in the 
foreground, which were connected by lines 
of colored yarn. The abstract design in 
three colors was framed in white, while the 
background was painted grayed turquoise 
Sign copy stated, “Campus favorites 
are thunder-gray sack dresses.” 

Using a 20-foot California beach scene 
canvas to provide’ suitable atmosphere. 
Desmond’s Display Director Harold Kelly 
grouped 12 figures and forms in an inter- 
esting presentation. “Enjoy off duty time” 
was the title and bleached blue denim for 
men, women, and boys was the merchandise. 

The beach scene, from a local art studio, 
was laced to the trame with rope through 
open hooks and eyelets. Sign copy directed 
shopping traffic to the precise departments 
tor merchandise within the store, Le., 
women's shop, boys’ department, men’s shop, 
etc. In addition to suggesting a wide varie 
ty of off-duty uses for denim from hiking 
to beach wear, suitable accessories such as 
socks, shoes, and caps were also shown on 
atmospheric props of driftwood. Sign copy 
stressed, “Youll have more fun in Des- 
mond’s denims” and “Enjoy off duty time— 
smart, sturdy, flattering.” 

The “Spoon Drips” display by R. A. 
Pennoyer for Dohrmann’s is an _ excellent 
example of the current Southern California 


trend towards display simplicity. Con- 
fronted with two problems which presented 
a challenge — (1) large window area; (2) 


unusually small merchandise to be displayed 
—Pennoyer managed a solution which con- 
veyed a gay sales message. Yet he used 
only about 25 actual spoon holders and a 
minimum of other display complexities. The 
total impact of the presentation was humor- 
ous, crystal clear and not in the least stark 
or heavy-handed. 

The revolving pillar was finished with 
black velvet, while pink spun glass flared 
out from its base. Cut-out slash lettering 
for “Spoon Drips” hung suspended from 
wire. An 18-inch plaster chef with pointer 

[Continued on page 85] 
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D—THE NEW "SEE-SIZE" DIVIDER with inter- 


changeable sizes. It is of a heavy molded 


plastic with a window. Dimensions: 72" sizes. Size 1034" long x 334". Complete 
long by 334" wide. In white or black with Laminated Acetate insert. 35¢ ea. 
(please specify). All sizes in stock from F—The “STOCKROOM"... The white pressed 
| to 60, including all half sizes. Also A-Z —— divider has a ct 
ie cessful for many years. izes 
for layaways. Complete with insert. 35¢ ea. 1 to 50. Actual size 12” high, 4" wide. 
10c ea. 


NATIONAL HANGER C0., INC. 15 W. 18th Street, New York, N. Y. 



























NATIONAL HEADQUARTERS 
FOR SIZE DIVIDERS... 
WE MAKE THEM ALL! 


A—Skirt or Slack Divider .. . 14g" diameter 
with 5/16" hole. Slotted, Acetate. 5¢ ea. 


B—Round lumarith (non-inflammable cellu- 
loid). All sizes carried in stock from | to 
54, also half sizes. Actual size of divider, 
234" diameter. Fits any rack. 10¢ ea. 


C—The "BAGEL" Plastic Size Divider. These 
Dividers are of molded plastic. White 
acetate with black numerals which show 
up distinctly from great distances; size 
344" in diameter. All sizes from | to 60 
including half sizes, also A-Z for lay- 
aways. 10¢ ea. 

E—The "CLEAR SIZE" ...A New Divider in 
Crystal Clear Plastic with interchangeable 











ATTENTION DISPLAY DEALERS 


TRANSPARENT OAK SANFORD, FLORIDA 





THROUGHOUT U.S.A. 
AND CANADA 


We are large preservers of Trans- 
parent Oak and would be very 
glad to submit samples with prices. 
Various colors: Two Tone Red and 
Yellow, Brown Tone, Green Tone 
and Pastel Colors. 

@ Dyed Oak Sprays, Green & Red 
@ Fox Tails, Natural and Dyed 

@ Sea Oats, Natural and Dyed 

@ Florida Moss—Natural and Dyed 


FLORIDA 
LEAF AND FERN CO. 


W. C. & T. S. Rumbley, Owners 

















RUSTIC — rarncearr 


Write For Your 


FURNITURE! FREE BOOKLET 


COMPANY, INC. | 


| ie 
B i R c H i: plus—fiuorescent color cards, complete 
: cost information and story on Lawter’s 
Poles —— Branches | 


| : “Free Color Service” for planning black- 
CED AR =&# lighted fluorescent displays. 


Poles — Slabs — Bark 


Rustic and Western Displays i MON bala 17 le Vee Le 
Phone: gitiiiite 


WI 9-6479 Williamstown, N. J. 





3560 Touhy Avenue e Chicago 45 
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LET NOEL 
LIGHT YOUR WAY! 


No matter what your 
miniature lighting require- 
NOEL has the 


answer to your problem. 


ments are, 


Whether you want steady 
light or flashing light, bright 
light or soft glow, regular 
bulbs or fancy bulbs, consult 
the Noel 


Company and your needs 


Manufacturing 


will be quickly served with- 
out delay. 


For complete information 
as to the most complete line 
of miniature lighting write 
today for the new illustrated 
catalog. 


4 NOEL 4 


Wanufacturing (oa, Int. 


25 EAST 4th STREET 
NEW YORK CITY 3 











ARTS aw FLOWERS 


DISPLAYS, INC., N. Y.C. 
FOR 


SUMMER 


promotion 


A 


J 


Ww 


EXCLUSIVE 


ITEMS OF 


BAMBOO & RATTAN 


ahs 
LA 


MANUFACTURERS 
IMPORTERS 
CREATORS 


* 


Write for Price List 


ARTS & FLOWERS DISPLAYS, 


43 W. 5éth St., near Sth Ave. 
New York City 19, N. Y. 


*U.S. Reg. Trade Mark. 


INC. 
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Hermanson Honore 


By L. J. DWIGGINS 
Chicago Office, Reyburn Mfg. Company 


Hl. Chicago Display Club, with ten 
past-presidents present, recently patd 
tribute to George L. Hermanson upon 


the occasion of his resignation as display 


director of the Republic Building Merchants 
\ssociation. 


(seorge, whose yenial personality and 


down-to-earth good nature established him 
who knows 


in the affections of 


him, has been an outstanding figure in dis 


everyone 
play tor 43 vears. 

Starting with the noted James Tannehill 
at (arson Pirie Scott & (o., 
rapidly and atter three vears, when Tanne 
hall 


charge of the display depariment. 


(Chicago, he rose 


resigned, Hermanson was placed = in 


thereafter an attractive offer 


time 


Some 





took him to The Fair Store, in Cincinnati, 
but George returned to Chicago after a year 
and took a position with the Republic build- 
ing under the personal eve of the tabulous 
operator in business real estate, Gordon 
Strong 


Hermanson earned the respect and liking 


—George L. Hermanson, upper left, is pre- 
sented with the Chicago Display Club's tribute 
by Richard Frizzell, president . . . Below, the 
current club president and seven past-presi- 
dents at the presentation. Standing, left to 
right, Richard Frizzell, Jack Pollari, H. H. 
Haney and Lou Volz. Seated, Howard Oehler, 
Robert Johnson, George Hermanson and Carl 
Gestrine. . . . (Photograph by courtesy of 
Fred Kuehn.) — 
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of Strong, not only by his ability as a dis 
play technician but for the good will he 
created among the merchants who leased 
space in the Republic building. 

In this position George began the build 
ing Ot a prestige almost unique in the his 
tory of display. His aptitude for absorbing 
details of display technique was invaluable 
to him in such a position, as well as his 
gift for improvising. He handled all types 
of merchandise. He made showcards. He 
used power tools. He painted with brush 
and spray guns. And added to this ability 
was his taculty for getting along with 
people an immensely valuable trait. in 
work which required him to deal with the 
many various shop operators whose quar 
ters were in the building. 

His shop in the Republic building became 
the mecca for displaymen and merchants 
who dropped in for a friend], visit. There 
was a restful atmosphere about the place 
and the interruptions did not seem to per- 
turb George, who usually went right ahead 
with his work. Visitors often were fasci- 
nated as he carefully cut a piece of plywood 
with a power saw or lettered a showcard 
while carrying on an animated conversation 
at the same time. 

Hermanson was a faithful attendant at 
Chicago Display Club meetings and_ the 
annual conventions of the International 
Association of Display when that organiza- 
tion was in existence. He worked on many 
committees and also served as president of 
the Chicago Display Club. 

His interest in young display people 
caused him to spend considerable time in 
recent years helping them, as chairman of 
the club employment committee, to secure 
better positions, 

George plans to spend the summer at his 
Lauderdale Lakes cottage in Wisconsin 
He is an avid fishing fan and has tew 
equals in catching Wisconsin pan fish. 

Next fall Hermanson may accept One ot 
the attractive part-time positions which he 
has been offered since news of his resigna 
tion at Republic was revealed. 

The scroll presented to George reads as 
follows: “A tribute presented by the Chi 
cago Display Club to George L. Hermanson 
for his outstanding loyalty and work tor the 
display profession of (hicago for his 
many acts of helpfulness to young display- 
men for his 43 years of continuous mem 
bership and active participation in the at 
fairs of the Chicago Display Club — we at 
fectionately present this token of our 


esteem.” 


Hearn's, Bronx, 
Appoints Gren 

Succeeding Joseph Zepel, resigned, Jules 
Gren has been named display manager tor 
Zepel’s plans 
have not been announced as vet. 


the Bronx store of Hearn’s 


Gault Heads Display 
At Halle’s 


Arthur Gault, who has been acting display 
director since the resignation of Tony ( Ip 
pola because of poor health. has been Con 
firmed as permanent head of the department 
by Halle Brothers, Cleveland 
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MOTION 


by Gale Dorothea 


* The good news is that 
the low cost automatic 
cardboard book _ pre- 
viously available only 
to large national adver- 
tisers 1s now available to all 
users of  point-of-purchase 
advertising 





Gale 
Dorothea 


This ‘Turning s00k” has 
been used exclusively — by 
three major advertisers 
Rheingold Beer, Schenley 
Liquors, and ( rosley TV Sets. 
kinson-Freeman, creators of 
the Book, have now named 
Gale Dorothea Mechanisms, 
largest makers of animated 
mechanisms in the country, 
as sole distributors in lots 
of 1 to 500. 

lf you wish to get reader 
ship, at the  poit-of-pur- 
chase, of a series of short 
messages, this low cost eye 





_ 
For Miss Rheingold 1952 
mee 








catching animator with its turner. For details, or sug- 
of copy may gestions, write us now 
prove a most effective tech 


Here is a real opportunity 
in your field | 
automatic page Elmhurst, L. Lb, N. 


>. 


Coes Oot Tle 


(GALE DOROTHEA 
MECHANISMS, Ine., 
“The Supermarket of Ant 
mation,” 81-01 Broadway, 











firms; C.O.D. others. 





RECONDITIONED 


MANNEQUINS 
$5 1-59 og. 


A TERRIFIC BUY! 


These mannequins were made by the finest manufacturers (they read 
like a who's who) and sold for $125-$175 when new. Factory recon- 
ditioned by Herzberg-Robbins with new wig . . . they look absolutely 
new! And at only $51.50! 


Write whether you wish Junior or Missy sizes and color of wig (some 


seated mannequins available). If not completely satisfied, return 


within 10 days for full credit, no obligation! 
Limited supply. 


HERZBERG-ROBBINS INC. 
457 WEST BROADWAY 


Mannequin Display Specialists for Over 30 Years 


Terms n/30 to rated 
Send order in now. 


NEW YORK 12, N. Y. 
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~ Signs That Lead the Wa y! 


SPANJER 


Three Dimensional Display Letters 


To ''Pep-up" a particular department in a 
store or to more effectively identify some 
important section, there is no better 
medium than raised wood letter signs . . . 
made with Spanjer wood letters — in stock 


for immediate shipment! 


WRITE for FREE illustrated 
folder and price list TODAY! 


267 Mt. Pleasant Ave., Newark, N. J. SPANJER BROS. 1160 Howe St., Chicago, Ill. 
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HERE’S YOUR Answer 
to the ALL-IMPORTANT 
peer PROBLEM! 
BOTH SIDES 
Can be used 
and re-used 
many, many 
TEST TRIAL PACKAGE 
....BE CONVINCED! 
Send one dollar today for the trial pack- 
age containing 320 magic stickers: 144 
SUPERIOR PRODUCTS 
COMPANY 
1112 Boylston St., Boston 15, Mass. 


TACKY ON 
times. 
squares, 128 triangles, 48 oblongs. 
NEY REFUNDED 
TRICK-TACKS to: 
Name 


Address 


City & State 








































COLLOID TREATED FABRIC 


THE FANTASTIC PLASTIC 


Apply it as papier mache, or work 
it free hand. Dip it—drape it— 
shape it! Lightweight, unbreak- 
able. Weather proof too. Order 


introductory Kit, $21.15. 


Bes Watters 


Algonquin 5-2308 
156 7th AVENUE e NEW YORK 11, N. Y. 


National Distributers @ U.S.A. and Canada 
Display and Allied Industries 
*Trade Mark of the Celastic 





Corp. 
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MANHATTAN DISPLAY 
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[Continued from page 


partially pulled out drawers made the base 
for an additional number of the fashions. 
The seated mannequin wore a coat dress 
of Oxford gray silk Shantung with hat 
and corsage of yellow daisies. The settings 
were handsomely framed with draperies of 
pink and green hat boxes and flower prints 
on a white background. 

The 
fillip 


March gave added 
“Weather or 
Director 
and 


weather of 
announcement 
Not, It's Spring” used by Display 
John Foley in the Macy windows, 
forthwith depicted a spring vignette. 


erratic 
to the 


A merry Italian street boy, vending wild 
birds in natural reed cages strung on a 
bamboo pole, was mounted on a dark gray 
granite-like ledge, banked by growing potted 
ferns. A little girl, gazing at him with de- 
light and wonderment, was also executed 
in papier mache combining a dull green 
skirt, rose silk cap and faded burlap apron. 
The pantaloons were in dull green 
and a silk blouse was worn under the 
faded burlap jacket. The floor was covered 
in vellowish-white pebbles and the backwall 
off-white. 

An early quality of freshness was estab- 
lished by Display Director Walter Hazel- 
tine at McCreery’s with the jingle—‘Spring 
has sprung, the grass has riz. from tip 


boy "s 


TOsSe 


Was 


to toe the fashion 1s Blacks with Garden 
Pinks.” 

A slanting framework, painted white, sup- 
ported boxes of newly grown grass and 


panes of frosted glass illuminated with white 


fluorescent lighting from below. The frosted 
panes held the newest spring pumps and 
sandals these in black, while the grass 


plots were planted with white dowels topped 
with abstract white painted wire 
and showing a neckband of white satin 
ribbon. Spring hats, all in pink, were shown 
millinery heads like so many spring 


heads of 


on these 

blossoms. 
“Little 

amusingly 


touches that go a long way” was 
translated by Display Director 
kdward von Castleberg at Bloomingdale’s, 
when the little touches added up to a wide 
range of accessory neckwear. Brown cut- 
outs of with varying expressions, 
were tricked up with nosegays of spring flow- 
and collars, collars, collars be- 
jeweled, pleated, sequinned, flower trimmed. 
The fashionable giraffe at the right also 
added a white wool stole in which were 
pinned a couple of posies. A simulated 
white iron fence was painted on a_ black 
paper covered panel and the zoo atmosphere 
was heightened by the placard which read, 
“Do not Feed or Annoy the Animals.” 
Walls of the window were in white and the 
floor was covered with white pebbles. 
Poultry netting appeared 
guished through the 
by Display Director 
Bonwit Teller windows. 
made the framework for 
patterns executed in 
ribbons were in 
green, blue, and 


giraffes, 


i B 


quite distin- 
treatment accorded it 
Gene Moore in eight 
Black iron pipe 
the netting, with 
satin ribbons. The 
olive, gold-green, clear 
vellow and the patterns 
were formed by looping and twisting the 
ribbons through the mesh of the netting. 
Tying in with the ribbon colors, a gold- 
green scarf with bright blue wool fringe 


coat on the leit. The 
mannequin on the right wore olive green 
roses at the waist of her coat, draped a 
mink stole over her arm and wore a broad- 
brimmed hat in lighter-than-navy blue. 
Olive green felt paper was used for floor 
covering and the copy read, “The coat 
that’s emphasized now, Bonwit’s fitted blue 
by Ben Zuckerman fresh the first 
spring sprout.” 

The importance of 
children was well recognized by 
Director Sidney Ring in a series 
windows at Saks-Fifth Avenue titled “Very 
Saks (and Easter) Fifth Avenue” (not il- 
lustrated). A papier mache duck, heavily 


was worn with the 


as 


the 
Display 
of six 


Easter outfits tor 


flocked in white, stared in amazement at 
his distorted reflection in a trick murror 
which was set before the backwall. The 


black framed mirror was decked with ferns 
and white sweetpeas among which lurked 
rabbity-looking pixies wearing white net 
tutus and garlands of tiny violets, 
and clover. The duck, which enchanted the 
surrounding children, was gay in blue felt 
collar, orange felt beak, wooden teet painted 
orange, and was topped with a= single 
flower trimmed straw hat. 

Also at Saks, the headline “Look gives 
vou a look at that Very Saks-Fifth Avenue 
designer Sophie” set the theme for a bank 
of six windows. Close to the window glass 
a goodly-sized cut-out arrow, this in pale 
green, pointed down to a series of pale green 


roses, 


boxes arranged to spell out “Sophie.” The 
“CO” had been cut out to reveal a slanting 
blackboard, on which an open copy was 


spread of Look magazine’s story on Sophie 


Gimbel. The boxes close to the window 
glass were balanced on the inner window 
frame. Decorative letcering in black and 
white was ornamented with colored and 
metallic paper cutouts and sequins. The 
ivory dress of the mannequin was set oft 
by hat and gloves in black. 

Lighting Conference 

Planned by GE 

A lighting conference for display man- 
agers and other store executives will be 
conducted at the General Electric Lighting 
Institute, Nela Park, Cleveland, on May 14- 
15. 

The tentative program includes the fol- 
lowing: a demonstration of the effects of 
lighting on room environment and seeing 
conditions; a presentation of “the newest 


and best lighting sources” applied to specific 
store lighting functions; a demonstration 
relating lighting methods to merchandising 
aims; a full discussion and presentation on 
the basic elements of good store lighting; 
showing the phase of specialized lighting in 
many merchandising fields; show window 
lighting; color as related to merchandising. 

Coordinating store lighting design; light- 
ing for atmosphere; examples of modern 
store lighting; a comparison of the costs of 


different lighting systems relative to their 
potential for increasing sales; maintaining 
lighting systems; solving store lighting 


problems; a demonstration of how to get 
the most for your money in lamps; sign and 
outdoor lighting; lighting the workshop 
areas, and an open forum for the discussion 
of problems of general interest. 
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THE FAIR'S NEW UNIT 


[Continued from page 29] 


The Terrace Room restaurant overlooks a | 


broad expanse of what was once isolated 
farmland but now is a prosperous residen- 


tial section. Shoppers find relaxation while | 


dining by watching fashion exhibits, or 
children’s plays. The latest theatrical light- 
ing and a see-through mirror equip the 
miniature stage for practically any occasion. 

Display at The Fair in Evergreen Park 
is handled by Frank Parella, display man- 
ager, under the supervision of Reed 
Schlademan, who is display director for The 
Fair's three stores. 

These one-stop markets are not to be 
confused with the suburban shopping dis- 
tricts that have grown trom aé crossroads 
general store for they have come into being 
almost overnight and are an _ innovation 
that is rapidly becoming the greatest mer- 
chandising idea since the supermarket. 

They have an appeal to the busy house- 
wife who likes to do her shopping when, as, 
and if she pleases. They eliminate the ex- 
pense of a baby-sitter, for mother can take 
her toddlers along and enjoy a siesta in one 
of the many patios landscaped tor beauty 
and night-lighted for display. She can do 
her laundry at the automatic laundry, stop 
for a snack, shop, visit a dentist or a doctor 
in less time than it takes to make a trip to 
the business district of any large city. 
Walking is made less tiring by the 
elimination of curbs and the safety oft 
children is assured by supervised  play- 
grounds and through the absence of alley- 
ways. The country or suburban air is con- 
ducive to leisurely shopping and soft music 
lends a restful atmosphere. To all these 
features, engineered for the highest stand- 
ards of modern shopping, is added the ad- 
vantage of evening and Sunday hours. 

Women formerly did 83 per cent of the 


shopping, frequently returning goods if their | 


husbands disapproved; now whole tamilies 


shop together in these centers. Family 
shopping partly overcomes a problem that 
confronts all merchants ... the heavy ex- 


pense of handling returned goods. This 1s 
particularly noticeable in big-ticket items 
such as refrigerators, television sets, and 
other equipment for the home. 

While lay-out differs widely in each de- 
velopment according to the builder's con- 
ception of efficiency, display has been gen- 
erally treated with wide open windows, 
full vision facades and canopied, illuminated 
malls or promenades for night-time display 
and all weather comfort. 


Plastic Frames Available 
For Ad Reprints 


Missour! National ( orporation, 2109 
Olive street, St. Louis 3, has introduced 
plastic units designed to hold advertisement 
reprints tor use at the point-of-sale. Of 
polystyrene, the device consists of a solid 
back on which the reprint is placed and is 
then covered with the front section of clear 
plastic. The base has space for brand 
identification through hot stamping = or 
screen processing. Colors available are 
cherry red, pearl gray, rose, turquoise, and 


black. 
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| Save Money and Improve Your Lighting by Using 
Patent-Protected MiroFlector 


Now you can eliminate forever the continuous replacement of expensive reflector-type 
bulbs. Save money and improve your lighting by using permanent patent-protected 


- 


MiroFlector with ordinary household bulbs. MiroFlector is the only reflector protected 
under these rights. Years of extensive research and experience guarantees performance that 
can't be imitated. Demand and get the guaranteed tested savings and better light that only 
patented MiroFlector’s exclusive features can give you. 


Write today for complete information and prices on the entire patent-protected 
MiroF lector line. 


Distributed By 


GARRISON-WAGNER COMPANY 


2018 Washington Avenue St. Louis 3, Missouri 


Pp oe 
lexlure-lones_ 


WATCH FOR THE MOST UNUSUAL DIMENSIONAL 


INTERESTING DESIGN TREATMENT EVER SHOWN 


REGARDING UMavet. 


Ncomine issucs LACM? BM ott Rie 

















There's Always Something New 
5925 Broadway, New York 63, N. Y. 


























MADISONIA 


WIG-GLEAM 


The perfect way to make manikin wigs 
look lovelier and last longer. 





Same Formula used by America’s largest 
wig manufacturer for over !2 years. 
Available at your favorite jobber* 
EE. 606.0060 eeueenes $1.79 
$18 case of 12 
| BRUNETTE 
$20.00 case of 12 


a product of 


display originals 
incorporated 


1515 N. CAHUENGA BLVD. 
HOLLYWOOD 28, CALIF. 

*Des Moines — Geo. Kucharo 

*San Diego — Jay Displays 

*Milwaukee — Midwest Mannequin Displays 


































YOUR EVERY 
DISPLAY NEED 


is promptly fulfilled with top quality dis- 
play materials when you buy at GENERAL 
DISPLAY. 


fair dealing lets you buy with confidence. 


Experience and reputation for 


For the finest in 
Artificial Foliages 
Artificial Flowers 
Artificial Plants 
Display Accessories 


for department stores, specialty shops and 
chain stores. Write or phone us today and 
we will have our salesmen visit you with 
our new and beautiful Back-to-School and 


Fall line. 


This Symbol 
UNSURPASSED oa 
DISPLAY 


CORPORAT 
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FINANCIAL DISPLAY 

(Continued from page 48] 
more so than with most media. The break 
even point 1s considered that point at which 


your displays consistently attract attention 
or the point where “snowballing” begins. 
We feel that this is well demonstrated 
by the actual experience of the tour Boston 
banks which have been actively engaged in 
window display over the past few years. 


nothing but rented 
good collections, thes 
attention and 


banks feature 
They are 


‘Two of the 
collec tions. 


do attract considerable 


those banks are satisfied that their return 
is well over the break-even point The 
other two banks, the Home Savings Bank 
and our bank, put in about the same cash 


also put in more of an 
time and effort required 


investment but we 
investment of the 
exhibits with imagination, 
diversification and continuity. 
investment (personal time and 
50) per greater, 


to display our 
inspiration, 
With 
effort) 


a COP 


which is about cent 


DISPLAY PARADE No. 167 
























the latter two banks have a return which 


is many times greater. 


The number of persons who view our win- 


dows is about five times greater. We feel 
that we get our message across and build 
a favorable public impression many times 
greater than that 5 to 1 ratio. We know 
from public comment that the public re- 
action 1s far more favorable to the warm, 
human interest, diversified type of display 
than it is to the cold and lifeless series 


of one collection after another. 


We also receive a very substantial 
ot favorable and unpaid publicity, whereas 
the other two banks receive virtually none. 
The space rate cost of the free publicity re- 
ceived by the latter two banks is in the 
vicinity annual cash budgets. 


amount 


of our 


We also have no problem in finding good 


displays, it being a much sought after 
privilege to have an exhibit in the windows 
of the two more active banks. What the 


frst two banks spend for renting collections, 
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Dispray Dinector 





Jot IS A NATIVE OF NEW YORK CITY AND HAS BEEN AcTivE 
IN DISPLAY FOR MORE THAN 20 YEARS. HE FREE-LANCED 


UNTIL WORLD WAR IL, THEN 
SPENT THREE YEARS IN 
SERVICE BUILDING DISPLAYs 
FOR COMBAT INTELLIGENCE 
SCHOOLS AND BUILDING 
WAR ROOMS FOR ARMY 
INTELLIGENCE. 


TWATS Y 


DEPART MENT , 
LMUTEN ANT 

















PROMOUNCE 
SOERABAVA ? 


AFTER THE WAR HE 
ENTERED BUSINESS FOR 
HIMSELF, CREATING DISPLAYS 
FOR CHAIN STORES. HE LATER 

. JOINED GALLEN KAMP'S IN HIS 
PAESENT POSITION ; THE 
FIRM 1S ONE OF THE LARGEST 
SHOE STORES ON THE WEST COAST. 
HOBBIES: LANDSCAPE PAINTING 
AND HORSE BACK RIDING. ~ 
LIKES ALL SPORTS. 
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GALLEN KAMPS , LOS ANGELES 
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the latter two have available tor 
materials, signs and the occasional rental of 


outstanding exhibits. 


pre ps, 


It is an axiom of the business, which we 
have found to be very true, that success does 
breed more success. 

This article has examined much of the in 
formation and advice which we have re- 
ceived from the display industry, most of it 
being the basis upon which we launched our 
program several We teel that 
our experience, for the most part, has been 
very tavorable, much predicted. This 
has strengthened our belief in the truth and 
factors. Certainly we 
than had when 


years 


ALO. 
as 


value of these basic 
have fewer doubts now 
we started our program. 

First and foremost, to yield a satistactory 
return, there must be a wise investment of 


we 


time and talent if your windows are to 
ittract the necessary attention. This re- 
quires a substantial cash investment also. 


We feel that the crux of the matter is the 
high break-even point which makes window 
displays a poor investment on anything less 
than a substantial scale and that the snow 
balling return for investment beyond 
the break-even point is ample justification 
the type of extensive window program 
which we have been conducting. 


ally 
tor 


The financial investment required to reach 
the break-even point is quite substantial, 
requiring basic window space, an_ invest- 
ment in props, materials, and signs and the 
creative time and effort of some person. 
We feel that the break-even point 1s not 
much below the effort which has gone into 


our windows. Our guess is that on the 
money investment for props, materials, 
rentals, etc., the break-even point is prob 


ably $800 to $900 a year, compared to our 
$1 200. A good syndicated poster 
will cost $500 to $600 a year and a series 


series 


of good custom-made posters will run to 
$1,000 a year. 
On the personal investment of creative 


thinking, imagination, overtime work, wor- 
ries and headaches, we feel the break-even 
point requires about two-thirds the effort we 
put into it. 

When and if a bank does decide to enter 
on a window display program either a 
substantial an extensive then 
becomes a major problem to find a person 
with the talent to do a high calibre job. 

The ability to bank 
window displays appears to be a highly per 
sonal matter, largely a matter of personality. 
The basic requirements appear to be 1magi- 


or scale, it 


create successtul 


nation, native intuition, a high = energy 
threshold, a drive for pertection and_ the 
ability to carry through 

There is no doubt in the minds ot those 


banks who have had successtul display pro 
grams over a period of time that the best 
choice is some person on the bank staff who 
evidences that native ability 
siven the time and encouragement to gain a 
ttle experience. We feel rather strongly 
chat this should be the number 
of any bank which 1s first entering the 


and can be 


choice 
held 


would 


Coie 


In selecting such a we 
place the greatest emphasis upon such things 
as interest in the to. tackle 
the imagination, intelligence, 


the 


person, 
work, a desire 
job, general 
frequency with which that person comes 
up with new ideas and that person's known 


~ 
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ability to carry through from the planning 
stage to the minor details 

[Do not make the mistake of thinking that 
a person is a logical choice for the work because 
he possesses the artistic tvpe of temperament and 
personality. Many of the top-ranking display- 
men are of this personality type, yet more fre- 
quently encountered are the practical, hard 
working with a 
Capa 


Imagination, 
interests and proven 
bilities and with just a dash of artistic good 


persons with 


wice range oft 


taste. In all the banks that we know of 
that have conducted a successful and ex 
tensive window program, it was_ possible 


because of the personal ability of some junior 


ofhcer who had shown ability to handle a 
wide variety of jobs and who had a high 
level of drive. - a willingness to work 
over and above the call of duty. 

In bank window displays which have been 
successtul much of the success is due to an 


added charm and greater public appreciation 


because they are slightly amateurish. That 
certainly is the feeling of top displaymen 
who have made it a point to observe the 
work and the results of banks as they have 
entered the field. It is not so much that 


it 1S amateurish that it 1s 


as Straighttor 
ward, honest, simple, and uncomplicated 
Displaymen feel that much of the success 


thus far is due to the novelty ot bank dis 
play, that the very idea of a bank conduct 
ing such a program 
and warm endorsement 


immediate 
from the publi 
because it distinguishes that bank as having 
a fresh outlook. They feel that this 
novelty benefit will wear off as the number 
of banks using display and that 
those banks who get into the field first will 
greater harvest. The teeling in the 
display industry 1s that banks will enter the 
field in numbers until window 
display becomes another accepted bank ad 
vertising medium. 


receives all 


also 
Increases 
reap a 
increasing 


We are not as certain of 
this as are persons in the display industry. 

We feel the to take 
care of the windows which 1s 
launching such a 
the spare time services em 
ployee of another bank demon 
strated his ability to do a good job of bank 
(One 


area, 15s 


next best choice 


of a bank 
program might 


bank 


has 


ot Some 


who 


not in 

oft 
the 
windows 


windows. such employee, 
the 


one 


taking « 
of tour including 
he His 
the only bank windows which he takes 
of in his the other three 
scattered. He the 
banks on Saturdays and 


Boston now 


banks, 


are 
windows 


for which works. bank's 


afe 
City: 


Care own 


are quite widely does 


work for the othe: 
Sundays. 


We feel the next best choice to be the 
part time services of a regular but free 
lance displayman. In hiring the = services 


of such a man, do not be guided much 


by his salary. 


very 
A mediocre displayman gets 
a top-ranking man, 
yet the return on the displays of the latter 
will 


AT¢ 


two thirds the salary ol 
times There 
held 


arranging 


usually be many 
the 


by 


greatet 
barely “scratch 
the 

retailers 
like the 


many men in 
windows 
(Our ad 


plague 


ing out a living 


ot small, independent 


vice Is them 


to avoid 


To employ a good protessional to do the 


work which we have been doing ourselves 
would cost $1,500 to $2.000 a vear and that 
person would average about one day a week 


arranging these displays It would re 


well be 


the 





one hand operated 


~ GUN TACKER 


T-50 





















One-hand operation 
frees other hand to 
hold material in place 


USE FOR 
* Mounting crepe paper, corrugated 
board and cloth window dressings. 
* Assembling floats, store exhibits, 
show exhibits, etc. 
* Making floral blankets & bunting 
* Tacking wall posters. 
* Securing backdrops, 
and MANY OTHER USES. 


USES STAPLES 
UP TO 9/16" 
LEG 


Sold only through dealers. Write for literature 


INC. 
Y 


ARROW 


1 Junius 


FASTENER CO., 


Brooklyn 


Street, Mae, & 


AUTOMATICALLY 
Replaces Hammer & Nails 
at Trigger-Rate Speed! 





























DONT PAINT 
— PARAFLEX 


PARAFLEX 


surface, 


glass mirrors cover any 
the 
estimate or send 


We 


it for a very nominal charge. 


no matter what size or 


shape. Send for an 


your original sample. will cover 


Samples 
at all times are your exclusive property. 


Write today for information 


34 Beekman St., N. Y. 38, N. Y. 
CO 7-4332 








PARALLEL MFG. CORP., Dept. H 
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lf It's 


DISPLAY 
FIXTURES 


the FIXTURE MART 
Has It! 


Over 1500 Items 


Carried in Stock 


Complete 92 
Page fuilyillus- \\' 
trated catalog. \ 


the FIXTURE MART, inc. 


314 W. Jackson St. - Chicago 6, Ill. 














New Eva 


GIMBALITE 
Display Spot 


NEVER TOO HOT TO HANDLE! 





COOLEST SPOT IN TOWN 
for WINDOW DISPLAY, 
EXHIBITS, CASES, etc. 


U. S. Pat 01234595 


See Distributor — Write Us 


Alexander-Tagg Industries 


INC. 








DEPT. AB, HATBORO, PA. 








quire a good display person because only a 
good one would be able to duplicate the 
slightly amateurish efforts which we feel 
makes tor success in bank exhibits. Such 
a person would have to learn not to depend 
upon the usual false and out-of-place-ap- 
pearing standard retail store props - the 
usually excessive use of artificial flowers, 
styrofoam, fancy and elegant papers, etc., 
that are typical of most retail store displays. 

Such a professional could not be given 
too tree a hand until he had learned what 
pleased the bank and the bank's public. 
With such a set-up, many of the basic ideas 
should still come from the bank’s officers 
or be a joint effort of some officer and the 
displayman. 

There is an important factor which should 
be appreciated in this matter of obtaining 
the services of a professional displayman. 
For those cases where banks have done a 
really good job with windows, the protes- 
sional window displaymen show great ad- 
miration and respect. They do not feel it to 
be amateurish but highly protessional. The 
reason is quite simple. Most display work 
is in connection with retail stores where the 
primary object of display is merchandise. 
(good display in that case merely requires 
exhibiting specific merchandise to best ad- 
vantage. Such things as jewelry, clothing, 
furniture, sporting goods, art objects, etc., 
are natural attention-getters and quite easi- 
ly arranged so that they become a magnet 
for the constant parade of window shoppers 

A bank or service organization can not 
thus exhibit its wares and the problem of 
getting public attention and of obtaining 
appropriate and attention-getting windows is 
much more difficult. Window display for 
service organizations is a nightmare to 
many professional displaymen because it re- 
quires much more imagination, effort, and 
dealing in a new and strange medium. It ts 
the top-ranking displaymen who do_ have 
the ability and are the most likely to suc- 
ceed that are also the most willing to take 
on the assignment. 

As a source of information as to how to 
locate a free-lance professional who could 
meet your requirements, we would suggest 
the local display materials jobber. Such a 
person is in the habit of viewing the entire 
field and he has a good idea of the capabili 
ties and adaptability of the leading display 
men in the area. Because he sells them the 
props and materials which they use, he 
gains a good knowledge of their originality 
and imagination. The next best source of 
information would probably be the head dis 
playman in the leading department store ot 
the area 

(The foregoing is part ot a project by the 
author for the School of Financial Rela 
tions, Chicago, with whose permission it 1s 
used. Other installments appeared in_ the 
February and March issues and still others 
are to follow ... Ed.) 


Lack Of Display Space 
Blamed For Sales Drop 

Speaking at the annual convention of the 
Utah Canners Association recently, Harold 
Jaeger told those present that per capita 
consumption of canned goods is declining 
because stores are giving less shelf and 
display space to them. He is marketing 















































director of the Can Manufacturers Insti- 
tute. “Canners need not fear competition 
of frozen foods, for there is plenty of 
room for both,” he said. “But canners 
must join together in finding a way to get 
more display space in food stores and 
supermarkets, devise promotions that mo- 
bilize the wholesale and retail sales effort, 
and get consumers to buy more canned 
food.” 

He continued: “While canned foods get 
less retail display space and exposure, 
frozen foods are all dressed up in_ the 
trappings of special and dramatic display. 
This is the secret that gives these toods 
their terriffe appeal to impulse buying.” 


"'Trick-Tack"’ Solves 
Adhesive Problems 

The answer to many display adhesive 
problems is a new product called “Trick- 
Tack,” according to a spokesman for 
Superior Products Company, 1112 Boylston 
street, Boston 15. It is said to grip firmly 
to any clean surface, but peels off neatly 
when desired, will not mar any surface 
and can be reused many times. 

“Trick-Tacks” are tacky on both sides 
and come in three shapes—square, triangle, 
or oblong. A trial package contains 320, 
divided into 144 squares, 128 triangles, and 
48 oblongs. 

Julius R. Teich, president of Superior 
Displays, Inc., also heads Superior Prod- 
ucts Company, and has used his 25 years of 
experience in the display field to develop 
“Trick- Tacks.” 


- rer een 


Moulding Converts Shelves 
Into Selling Fixtures 

A new extruded aluminum price tag 
moulding that converts existing shelves into 
modern, self-service display fixtures has 
been introduced by Shurway Products, 820 
Arch street, Philadelphia. Especially de- 
signed to fit standard 34-inch shelving and 
plywood and made in a new “Hug-Tite” de- 
sign that assures secure fit without unsight- 
ly overhang, the new moulding bends readi- 
ly without kinking to any radius. It uses 
standard 34-inch price tickets. The manu- 
facturer will send literature and prices on 
request 


Shaffer Transferred 
By Sylvania 

Charles R. Shaffer has been transferred 
to the public relations department of Amerti- 
can Viscose Corporation from the Sylvania 
Sales Division. In his new assignment he 
will assist C. Stuart Brown, the corpora- 
tion's manager of public relations, in han- 
dling conventions, exhibits, and publicity 
for the Sylvania Division. Shaffer, who 
joined the corporation in May, 1950, as a 
cellophane salesman in the Chicago office, 
will maintain his office in Philadelphia. 


Dinner Meeting Held 
By St. Louis Club 


The St. Louis Display Guild held a dinner 
meeting at the Forest Park hotel on April 
8. After the meal a short business session 
was held, followed by an illustrated talk on 
social security. 
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Endorsed by the country’s 
foremost display directors. 


PRICE +10 POSTPAID 


immediate Delivery! 


PARTIAL LIST OF CONTENTS 


Training for Display Work Variations on a Basic Idea 
Recipe for a Displayman The Display Calendar 
Common Errors in Display Layout of Merchandise 
Working Methods Display of 19 Different Wares 
Application of Art in Display Small Windows 

Abstract Art in Display The Store Front 

Technique of Painting Interior Display 

Technique of Enlarging Expositions and Trade Fairs 
Eye-Catchers Decorations on the Store Front 
Paper Sculpture The Flower in Display 
Display Materials Color 

Papier Mache Paints, Binders and Thinners 
Balance and Symmetry in Display _Lettering and Display Signs 
Line and Form in Display Lighting 

Principles of Contrast Animation in Display 

How to Master the Space Problem Figure Draping 

Preparatory Work Display Fixtures 

The Window Plan Economy and Good Housekeeping 
Birth of a Show Window The Workshop 

Display on a Small Budget Windows of the World 








EVERY DISPLAY DEPARTMENT 
Needs This Greatest Display Book Ever Published 


"1 Please send me postpaid a copy of DYNAMIC DISPLAY. fer 


Contains Everything 


ABOUT DISPLAY 


— You Must Have A Copy 


DYNAMIC 
DISPLAY 


TECHNIQUE AND PRACTICE 
By FRANK J. BERNARD 


...to make your displays sell more goods faster 
..-it’s the kind of book you have been waiting for 
...it's a necessity for everyone engaged in display 
or using displays 


SIZE 9 x 12 INCHES — CLOTH BOUND 


264 pages 


MORE THAN 


600 illustrations 


The publishers of DISPLAY WORLD for years have sought a 
modern text and reference display manual of this kind and now. 
in DYNAMIC DISPLAY, they offer a long-needed book which 
everyone in display will be proud to own. It is a complete 
treatment of modern display technique and practice. The 
student will find it a sure guide to display techniques and a real 
help toward steady improvement and perfection in his work. 
For the experienced and professional displayman it is rich in 
display ideas and an invaluable reference work — in fact, a 
display library in itself. Retailers, both large and small, will 
find it a positive guide to goad selling displays. The author 
draws freely on his wide experience to explain each facet of 
retail display and shows by photographs and sketches the 
practical application of display techniques for modern displays 
that sell. Display problems and their solutions are explained in 
detail. It gives display a scientific background to make the 
medium of display more powerful and effective. Study the 
partial list of contents and you will realize that this is a book 
you MUST have. Its value to you cannot be measured by its 
reasonable cost. 


Order Your Copy NOW! 














DISPLAY WORLD, Cincinnati 1, Ohio. 


which $10.00 is enclosed. 


[] Please send me a copy of DYNAMIC DISPLAY and enter or 


extend my subscription to DISPLAY WORLD for one year, for 
which $13.00 is enclosed, a cash saving of $1.00. (All foreign 
combination orders, except Canada and Pan-American 
countries, $1.00 additional.) 

NAME .... 
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COMING! 


@ die cut suns 
@ posters 

@ streamers e displayers 
e backgrounds 
e cutouts 

e daisies 


WRITE FOR 
FREE CATALOG 


DISPLAY 
MARKETERS 


INC 


NINTH ST 
PENNA 


1021 $ 
PHILA. 47 


NEW YORK 
SHOWROOM 


225 W 14th St 
New York | Pee 











Jobber Inquiries Invited 








ATTENTION DISPLAYMEN: 
SPECIAL PRICES TO DEALERS AND JOBBERS: 
We feature a new line of display materials for 
epring. Latest colors—attractively priced. Send for 
samples. Puffing foils, rayon novelty fabrics, vel- 
vet papers, ribbons, chevron knit, tarletanes, 
plastic fabrics. 


MANKO FABRICS CO. 


114 East 27th Street, New York City 















DISPLAY PAPERS 


26" — 30" — 52" Wide 


in many colors and patterns 
Swatch book on request 


THE MULDNER COMPANY, INC. 
397 Bridge St., Brooklyn 1, N. Y. 
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WOOD OR PLASTIC STORE DIRECTIONAL SIGNS 


- — 7 





963 Lake Drive S.E. 
Grand Rapids, Mich. 


DISPLAY CRAFT 
AUTOMATIC WOOD TURNINGS 


All Types of Finishing 
Dowels and Balls in Stock 


H. ARNOLD WOOD TURNING CO. 
363 Union Avenue, Brooklyn 11, N. Y. 
STagg 2-5693 














USE THE 
OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
$4.00 Per Column Inch--CASH WITH ORDER 
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March Medal To Kehrt 


USSELL CC. KEHRT, display director 


of Jenny's, Cincinnati, has been 
awarded the gold medal for the “entry 
of the month” received in DISPLAY 
WORLD’s International Display Contest 
which continues throughout this year; his 
entry was received with those sent in dur- 
ing March and is pictured above. 
Love birds starting on a honeymoon 1n 
spired this spring window by Kehrt. The 


couple ot oversized love birds. made in the 


display department with papier mache and 


dyed feathers, were seated in a miniature 
surrey which was green and brown; this 
color combination was repeated in the papet 
edged with peat moss on the floor. Seam 


less paper sprayed moss green covered the 
background. Natural leaves and ap 
ple blossoms were on the tree. Birds 


green 
were 


in vivid colors of light green, chartreuse, 
flame, and vellow. The mannequin wore a 
navy and white suit by Carmel 


There are 98 different merchandise and 
classifications 1M} the DISPLAY 
WORLD contest; any displayman may entet 


SeTV1C¢ 


any or all of them, with as many in each 
classification as he desires It is not 
necessary to be a subscriber to DISPLAY 


WORLD in order to compete There are no 


entry blanks. no letters to write, no restric- 
tions of any kind except that the entries 
must be in the form ot black and white 


photographs unmounted and preterably 


& by 10 inches in size. although smaller ones 
(On the back ot 


the displayman’s name, 


will be accepted each 


photograph must bi 


his store, address. and the classification 
numbet 11) which thre entryv 1s to he included. 
\t the end ot the contest on lecember 


la panel (1 judges will select the three best 


displays in each classification, with a gold 


medal and three points being awarded tor 
first place, one of silver and two points 
tor second, and a bronze medal and one 


point tor third. The person with the great- 
est number of points in the entire contest 
will receive a handsome gold plaque, suitably 
inscribed, as sweepstakes prize. A similar 
plaque will be awarded for the individual 
winning first place, one of silver for second, 
and one of bronze for third. 

In the current contest, the monthly 
medals the following: 
January, Filene’s, Boston; 
Kkrik Hansen, The Emporium, 
Francisco; March, Russell C. Kehrt. 

Harold McLaren, The Bon Marche, Seat 
tle, won top honors in the contest tor the 
1952, followed by Herman Schlipp- 
hacke, Westdeutsche Kaufhot, Cologne, Ger- 
many; Walter Spiro, Gimbels, Philadelphia, 


gold 
won by 
Court, 


have been 

l_ee VW. 
february, 
San 


year 


and George W. Browne, Public Service 
Klectric & Gas Company, Newark, in that 
order, 

kIsewhere in this issue is a full page 
advertisement giving the rules of the con 


test in complete detail. 


Directory Issued 
By Chicago Club 


The Chicago Display Club directory tor 
1953 


page 


has been issued in the torm of a 36 


booklet. Included are accounts Oo} 


outstanding club events in 1952, a list of 
display directors in the Chicago area, and 
the club membership 

Responsible for the directory were J. L. 


Winbush, art 
Hutchinson, advisory; L. R. 


and LL. J 


Upington, chairman; Leroy 


director: Rov 


Volz. 


“ohost 


advertising, Dwigegins, 


writer.” 
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We would 


like to take this opportunity 
to thank DISPLAY WORLD and its con- 
test judges for the award we received in the 
1952 contest. It certainly has lifted the 
morale of the display department, and the 
city newspaper thought it newsworthy) 
enough to publish a picture of the window 
and an article on the award. 

This in turn has caused more people to 
scrutinize our windows, which 
have had to be sharper on displays. So 
thanks for the spark which has started a 
chain reaction ending in mangement allot 
ing more money for display. Here's hoping 
we can do as well as in 1953.—Glenn FE. Olson, 
Herberger’s, St. Cloud, Minn. 


means we 





Please accept my sincere apology tor not 
writing earlier to thank your wonderful 
magazine for the opportunity of winning two 
first and one third place awards in the 
International Display Contest for 1952. To 
say I was pleased would be a rank under- 
statement, since I never thought I would 
fortunate. My supervisors were as 
thrilled as | and gave me a_ wonderful 
write-up in the company magazine. You 
are doing a fine service for the display pro 
fession in making this contest possible in 
that it brings a good job to the attention ot 
management and gives the individual a 


he SQ 


sense of accomplishment. You may rest 
assured I will be entered again this year 
and shall strive to do even better. Thank 


you again for the privilege of winning such 
honors, and continued success to your fine 
publication.—Otto H. Pearsall, Pennsvlvania 
Power Company, New Castle, Pa. 

My new display class started February 
6 with 22 students. A month later | will 
have another class running for four or five 
I will 
suggest to each student that they subscribe 
for DISPLAY WORLD. As you know, | 
have spent 53 years in display and have en 
joyed the privilege of knowing several ot 
the editors of DISPLAY WORLD person- 
ally. I have only the highest compliments 
to give to you, and to the magazine tor 
the helpful and constructive articles which 


weeks exclusively for grocery items. 


have appeared within its pages = Se 
Paxton, Houston. 
My sincere thanks for your letter of 


January 15 telling us of our successes in the 
contest We think 
your shoulders by reason of the 
competition which you 

[ think you will enough just 
how much your contest does help the dis 
play efforts to 
rightful place in business and I am sure you 
will be interested to hear that at the 
time of the letter 
were 


congratulations rest on 
excellent 
sponsor 

know well 


profession in its attain a 
very 
arrival of your telling 
actually 
moving into a new studio which was almost 
wholly the result of our success in the pre- 
Hunt, Taub 


Australia. 


us ot the 1952 successes we 


vious year's contest.—Peter A. 


mans Ptv. Ltd.. St. Peters, 
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I know that my managing director, Mr. 
A. D. Day, has already written to you 
acknowledging receipt of the two medals 
we were so fortunate to win in 1952, but | 
would now like to record my own thanks. 

I assure you I am indeed most proud ot 
these many | have 
admired the fabulous displays of your coun 
try, and the knowledge that two of my dis- 
displays have been considered worthy to 
rank with such outstanding display skill 1s, 
well, wonderful. It leaves me only with th 
ambition that one day I| might visit 
great country and see for myself the won- 


awards; tor so years 


you! 


derful stores, and of course pay a visit to 
the offices of DISPLAY WORLD.—\V. A. 
N. ‘Tonkin, Ltd... Norwich, 
Knegland. 


(hamberlins, 


Have been a reader of your magazine tor 
about a vear and find it OK. Was rather 
interested in this month’s Editor's Comment 
re displaymen in 
low pay. Well, I was a 
playman there for 15 years and could make 
more money 


Ikngland as regards the 
free-lance dis 
there than here. There I got 
15 shillings for doing a small window; here, 
$2. As regards repairing figures, here they 
want you to fix fingers, paint eyes, touch up, 
and holler if you charge $3 per hour; 1n 
England never touch up but paint the whole 


Bb. Webb, West Palm Beach, Fla 


figure. 


We had troubles 
overcame and we thought it 
teresting to you to learn 
Most 
glass reflection can be 
as much light 
is outside. We 
same time 


reflection which we 
might be in 
how we did. it. 
that 


overcome by 


displaymen are aware window 
having 
window as there 
this and at the 


beautiful win 


inside the 

achieved 
created a very 
dow, which believe us stops trafti 

We put in 
backed with 
striped effect. 


corrugated = plasti 
Huorescent lights, creating a 
We had floor Spots installed 
this for the reason that we had to 
overcome shadows during the evening hours; 
during the daytime the effect 
Betore installing, most window shoppers 
had to cup their hands around the eyes to 
even see the display, so bad 
ection. We have eight windows and are 
installing plastic panels in colors that cor 
respond to the 


panels 


also 
Was perticct, 
was the re 


merchandise shown. 


a S Robinson, Luke Brothers. Valdosta, 
(sa 

| was very pleased to receive your letter 
of January 15 telling me that DISPLAY 


WORLD had awarded me a medal in the 1952 
contest; | feel | was in good company con 
sidering the high calibre of the large number 
of photographs entered, as well as the fact 
that you are now receiving such fine examples 
of display from all over the world 

The fact own 
awards went to Cologne, Germany, and Mel 
hourne, Australia, proves the world-wide 
interest in this fine yearly contest and | am 


that “in my classification 


sure that each year will see even more interest 
on the part of displaymen everywhere | 
assure you of my continued keen interest in 

which | 
()’ Donnell, 


up-to-the-minute magazine 
look forward to each month... E 
Binghamton, N. Y. 


Vou! 
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Velvety’ GRASS MATS... 
ROLLS and SPREAD GRASS 


— 11 SIZES — 
Regular — Wide, Long — Long, Narrow 
— Square and Rolls 


PRICE LIST 


F.O.B. Factory 
bale lots. 
mately 10°¢ higher. 
rated, 


. prices shown are for 
Less than bale orders approxi- 
10 days, net 30 if 
Others, check with order or C.O.D. 


unless credit previously established. 


GREEN MATS & ROLLS 


» 


3° x 6—24 to bale each $ 3.75 
3° x 15’ 6 to bale each 10.50 
3’ x 30'— 3 to bale each 21.50 
5° x 5 —10 to bale each 6.50 
5’ x 10’'— 5 to bale each = 12.50 
5° x 15°— 4 to bale each 18.85 
6’ x 6'— 6 to bale each 8.85 
6 x 10° 4 to bale each 14.75 
6’ x 16’'—- 3 to bale each 23.85 
12” x 15’— 6 to bale each 4.50 
7” x 30°— 4 to bale each 12.85 
GREEN SCATTERGRASS 
3 Ib. Carton, $ 2.50 
50 Ib. Carton 27.50 
ROUND MATS 
1%’, 3. and 5 prices on request. 


Attention Albert L. Stone 


PARKSIDE DISPLAYS 


907 Seventh Avenue, New York 19, N. Y. 


PLAZA 7-0868 











DEMAND THE OLDEST NAME 
IN ELECTRIC TURNTABLES! 






to-Sho 


ELECTRIC 


TURNTABLES 


Your assurance of top performance, 


ROTO 


SHO Electric Turntables are used by mer 
chants throughout the world for trouble-free 


action displays. 


Sturdy steel 


construction, 


powerful A.C. motor permit load capacity up 


to 200 Ibs. 18°’ 
minute. 


revolves 3 
Ceiling units and ROTO-WEEL for 


table 


tmes a 


background displays also available 


Build-up fixtures too. 


MODEL 

"712" for 
LIGHTED 
MOTION 


Two-way elec 
tric outlet 


permits novel, self-containeu 





ingerng effects or 


operation of electrical devices while table turns 
Will revolutionize your window trim! 





MODEL "A" 
ROTO - SHO 
Standard for the 
world! The action 
disolay-way to 
boost your sales. 


We also produce midget fractional H.P. electric 


motors, electric 


turners 


barbecue 
24 hour delivery from 


and Christmas tree 


stock! 


See your local jobber, or write us for complete 
catalog of ROTO-PRODUCTS! 


GENERAL DIE & 


STAMPING COMPANY 


Integrity Since 1919 


Dept. O, 262 Mott Street, 


New York 12, N. Y 
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Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be giad to supply the latest authentic informa- 
tien about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we de not have the information 
you want on file, we'll find out for you. Avail 
yeurself of eur service facilities without cost 
er obligatien. This service includes an analysis 



















ef any display problem. 


Mannequins has been called upon to participate in legs, and heads visible among the wreckage. 
Sillinors’ nade an actual “A” bomb test. This test Lower center, Val Peterson, administrator 
Motion Displays took place near Las Vegas, Nevada, on of Federal Civilian Defense, inspects a man- 
— Mechanisms March 17. One of the important reasons for nequin in a car. Lower right, a mannequin 
Mouldin the test was to determine what effect an placed under a lean-to-type shelter in the 
() Natural Fottage atomic explosion will have on human beings basement of the house “survived.” 
{) Paper Sculpture Displays , . an ;, 
() Papier Mache Specialties at varying distances from the target. From These figures will soon be sent on a na- 
{] Photographic Blowups results of this test will develop ways and tion-wide tour for exhibit in store windows 
St Pivwens | means of saving human lives in the event throughout the country under the auspices 
[] Price Cards—Tickets | of all-out atomic warfare. ot the Federal Civil Defense Administra- 
5 Rittess aann The Federal Civil Defense Admiunistra- tion, . : 
[) Sale Banners tion selected 50 mannequins men, women Trowbridge H. Stanley, president, and 
. ot — and children — furnished by the L. A. Darl- Krich O. schwengel, sales manager, of the 
() Show Case Lighting ing Company, Bronson, Mich., and used L. A. Darling Company, were eye-witnesses 
F) SeckoWintew them as human counterparts in the experi- to the blast and will furnish an interesting 
{) Signs—Brass—Brenze ment. The mannequins were weighted with account of the experiment when the final re 
By era ~ hea sand to approximate the normal weight of sults are known. 
( Sign Printing Machines human beings. They were then fully clothed 
bd eee in all types of indoor and outdoor apparel New Model, All-Metal, 
5 Store Equipment and seated in natural positions in houses, Electric Spray Gun 
oe Fronts automobiles (old and new), and approved A trigger-action all-metal electric spray 
bs rime Seritches home-type bomb shelters. Every effort was gun suitable for a wide range of uses has 
() Turntables made to achieve a close proximity to normal been announced by Waldorf Sales Com- 
2 ee living conditions. It was believed the con pany, 363 Central Park avenue, Yonkers, 
C) Wigs dition of the mannequins after the blast N. Y. It delivers over 90 pounds of pres- 
- De halo piinenmen + catalogue? would provide a wealth of valuable informa sure at 7,200) strokes per minute ; no com- 
f) De you plan to remodel your store soon tion on what would happen to a human being’ pressor 1s needed, the unit simply being 
[] Do you plan to build a store soon? under similar circumstances. At least it plugged into an AC outlet. Full details 
MAIL TO was the closest possible approach to using will be sent by the firm on request. 
DISPLAY WORLD actual people without endangering lives Disol Market 
2nSSSSNNNHHSSSSRSHG000000R At the upper lett 1s seen a sergeant ad ISp ay arkerers 
justing the covers over a mannequin simu Announces Catalogue 
virm lating a human in bed, while at the top The summer catalogue of Display Mar 
Display Manager _ right is the group seated around the dining keters, 1021 South Ninth street, Philadel- 
Street | room table in one ot the houses tested. At phia 47, is now ready for mailing and 
City State | the lower lett 1s sie “Sat: room a the copies will be sent free on request to the 
house nearest Grroumn ero atter the nu- firm 
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Air Brushes 
pow omen y | Equipment 
Animated Signs 


{} Artificial Flowers 


QO) 
CQ) 
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heed heed ” 
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=_—- 
Pend 
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Artificial Snow 
Backgrounds 
Background Colors 
Black Light 
Bulletin—Directory Boards 
Card & Mat Board 
Cardwriters’ Materials 
Coler ae 
Cempesition Pieces 
Crepe Papers 

Cut-out Letters 
Cutting Machines 
Decalcomania 
Decorative Papers 
Display Fixtures 
Display Forms 
Display Letters 
Display Racks 

Dye, Rug and Carpet 
Enlarging Prejecters 
Fabrics and Trimmings 
Flags and Banners 
Float Decerations 


Fels 

Glass S Itieg 
Grass Mats 

Hesiery & Shoe Ferms 
Lithegraphed Displays 











Mannequins 


OR the first time the display industry 
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\ HE “J 
Nam fs \ae 


Face A-Bomb 


clear explosion; note the mannequin bodies, 
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Self-Pack Exhibits 
For Trade Shows 

A line of “E-Z Pak” self-contained full 
size trade show exhibits that can easily 
be packed and unpacked by one man be- 
cause they fold into one shipping unit is 
announced by Ohio Displays, 2206 Superior 
avenue, N. W., Cleveland. User can adapt 
the units to almost any product, it is said. 

Available in three models, the largest is 
13% feet long, & feet high, and only 14 
inches deep. A translucent lighting panel 1s 
provided across the top of the center panel 
which also contains a recessed space to dis- 
play product or parts, illustrations, and 
copy. The tolding wings on each side of 
the central section inset panels 
equipped with display related 
material. Two three-dimensional copy panels 


contain 
shelves to 


Hank the recessed areas and may be used 
tor any illustrative material. A cabinet 
below the central panel recess may be used 
to hold literature, display parts, etc. in 
transit, and serves as a storage area during 
shows. 

The unit is sturdily constructed of “Ma- 
sonite’ with %-inch grained plywood used 
tor the bottom front panels. 


pine 1 by 2s. 


lraming is of 
An ingenious arrangement of 
sliding panels enables the two outside panels 
to be housed in the 
which are fastened by 
central 


wings 
piano hinges to the 
This permits one man to 
set up the unit and pack it away, according 
to the manufacturer. All wiring is com 
plete and is handled by one extension, so 


main exhibit 


section. 


that special outlet charges and wiring costs 
are eliminated. 


Display Case History 
Collection Available 


Point-of-purchase pointers on display 
merchandising are demonstrated in 13 case 
histories compiled in a booklet “Why people 
buy... Prepared by Wm. Melish Harris 
Associates, counselor on and producer of 
merchandising the 20-page illus- 
trated booklet demonstrates the principles 
behind the planning of 13 specific displays 
tor a wide variety of products. 
ucts and 


displays, 


The prod- 
represented include 
Sates Fabrics, Borden's ice cream, Dumont 
television, Ford motor I rigidaire, 
Hoover vacuum cleaners, Lamson nuts and 
bolts, Minute Maid concentrates, Pepsi- 
Cola, Pyrex housewares, Puerto Rican Rum 
Institute, Rival household appliances, and 
Textron Indian Head fabrics. 

“Why people buy . . is available upon 
request to Wm. Melish Harris Associates, 
52 Vanderbilt avenue, New York City 17. 


companies 


Caf&s, 


Hickok Redesigns 
Chicago Exhibit 

The display and sample rooms ot the 
Hickok Mtg. Company in the Merchandise 
Mart, Chicago, have just redesigned 
and remodeled by W. L. Stensgaard & As- 
sociates, Inc., Chicago. The new space also 


heen 


houses Hickok’s regional offices. 

The exhibit incorporates many new, im- 
proved selling techniques and will show 
retailers countless ways in which they can 
improve selling and display methods in 
their own stores. For ¢ xample, belts, 
buckles, jewelry, wallets and gift line items 


APRIL, 732 





are dramatically 
Visual-slant selling fixtures are used tor 
greater readership and greater sales. 

Fach display room has _ newly-styled 
sample tables with carpeted top, and the 
lighting is specifically designed tor the 
most effective presentation of men’s jewelry 


and accessory items. Through-wall stock 
cabinets of light oak assist buyers, cus- 
tomers and sales representatives to view 


new merchandise under the best conditions 
in the minimum of time. Sott greens and 
special hand-made wall papers establish a 
casual, dignified, masculine decor. 

The new open-front reception room con- 
tains a model show window as a dramatic 
setting for itinerant window displays. A 


marble valance flanks five light oak win- 
dow shadow-boxes tor Hickok’s “Gift of 
the Month” and other promotions. The 


entire exhibition hall was planned to tacili- 
tate whole line buying and, at the same 
time, point up new merchandise presentation 
techniques. 


Henry Hanger President 

Leaves For Europe 

Henry Spitz left on April 14 for a bust 
france, Italy, 

Scandinavia. He ts 

Hanger Company of 

York City. 


Belgium, Ger- 
president 
America, 


ness trip to 
many, and 
of Henry 


New 


LOS ANGELES DISPLAYS 
[Continued from page 72] 


in hand pantomimed high approval ot the 
“Spoon Drip” he held, while four lines of 
doggerel on the sign stated “Keep Clean and 
Neat Your Nice Stove Top By Daily Use ot 
a Spoon, Drip, Drop.” 

Joseph Tilner, display director for Mullen 
& Bluett on Miracle Mile, arranged a 
grouping around fresh flowers on an Italian 
garden cart. Card copy declared: “Mullen 
& Bluett’s Spring Have a Fresh 
Flower Look.” Another card beside the 
cart urged, “Visit the International Flower 
Show, Hollywood Park” and a third card 
gave credit to the flower arranger. 

Making striking use of color, Louis Craig, 
display director of Fk. C. Nash Company, 
Pasadena, featured Alex Colman 
wear in a rainbow-like series of fine win- 
dows predominantly pink, yellow, blue, 
orange, and pastel green. Each window in 
this series carried out a_ different color 
theme and the props of course were sprayed 
to tie in with the particular color theme 
featured 


Dresses 


sports- 


The two costumes on the mannequins 
were orange and green in one display, which 
is not illustrated. The blouse was a soft 
orange and the skirt an orange and green 
print. The complementary 
second mannequin were a soft green back- 
ground with orange and dark green print. 
Balancing the figures, the 2-inch tree 
shape of styrofoam was sprayed exactly the 


colors on the 


same color as the orange blouse. The cut 
out “Alex Colman” lettering (%-inch wall- 
board) was painted white and hung some 
what forward of the form for 
added depth. 
green, the floors a medium hue of gray and 
both picked up warmth 
and amber filters on the spotlights 


free shape 
sack walls were a deep cool 


under the green 


grouped bs product lines. | 


for maximum illumination. . . 


MODEL ‘O’ project: 


projector 


Imagine the convenience of this Opaque Projector 
in your sign or display department! Need a large 
sketch — but fost? Just place this projector over 
@ photograph, magazine page, coin, jewelry or 
ony flat opaque object—oand you can project a 
screen image, faithful in every deta:! ond color, 
4 feet squore ond larger. Projects an area §” « 
5” at one time or larger area, a section at a time. 


Complete with lomp and $392 5 


8-feet cord and plug. 
F.O.B., N. Y. 


LARGE PROJECTORS TOO! 
Send for descriptive folder 
showing entire line of 
opaque projectors, 


FREE « 200 PACE CATALOG 
*® 10,000 ort and 
drawing supply items avail- 


able through Arthur Brown. 
Write today on firm letterhead! 


ARTHUR BROWN &@ BRO. Inc. 


2 WEST 46th ST... NEW YORK 36. N. Y 














SANDS—STONES 


Wood Fiakes — Chips — Kubes — 
Peg Board — Kut Grass — Shells — 
Trellises — Yucca — Bamboo Poles 
—Fish Net—Cotton Rope— Starfish 
— Sea Fans — Horses — Sea Plumes 


Manufacturers and creators. Always 
something new — ask your jobber to 
show you our new unique Spring and 
Summer catalogue. 


National Sawdust Co., Inc., (Display Div.) 
65 N. 6th St., Brooklyn 11, N. Y. 


Please send me your new FREE Spring-Summer 
catalogue. 


Name 
Address 

City & State 
Attention of 
D.W 








“FAST SIGN” 
PLASTIC LETTERS 


The outstanding moulded plastic letter that 


STANDS OUT 


The widest range of color, the largest selec- 
tion of sizes in small plastic letters. 
ASK YOUR SUPPLY HOUSE OR 
WRITE DIRECT 
*Trademark Reg. U. S. Pat. Office 
FAULKNER LABORATORIES 
BOX 1285 
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TAMPA 1, FLA. 











DISPLAY FIXTURE 
SALESMEN 
WANTED 


One of largest firms in the 
industry has open territor- 
ies for experienced top 
salesmen. Sell greatly- 
expanded new lines to de- 
partment stores, specialty 
stores and manufacturers. 
Full time, or will consider 
top-rank sideline’ men. 
Big money-making oppor- 
tunities for the right men. 
Write us fully in confi- 
dence, experience, salary 
requirements, etc. (Our 
sales organization knows 


of this ad. ) 


Address Box 3AB 
Care of Display World 








IF YOU HAVE ALL 
AROUND DISPLAY 
ABILITY... 


and would like to join an or 
ganization where a permanent 
future is assured doing 


display installations as well as 
some card writing and general 
display department work 

plus opportunities to broaden 
your scope of endeavor 
WRITE AT ONCE. giving 
complete imtormation plus evi 
dence ot ability. WILL CON- 
SIDER YOUNG MAN. with 
some good experience but not 
a finished display man provid 
ing he is not subject to mili 
tary service. Mid-west 
tion 


Address Box 4KL 


Care of DISPLAY WORLD 


loca 





How You Can DOUBLE 
Your Earnings for 1953 


We Pay ABSOLUTELY The HIGHEST PERCENT- 
AGES of any Floral Display Manufacturer in 
America. 


You owe it to yourself to investigate this amazing 
sales opportunity. 


Your dollar volume will soar to an ALL-TIME 
HIGH through sales of our ingenious floral displays. 
Originality of design. Superb craftsmanship. Prices 
that are the most competitive in the market today. 


Your selling job is simplified with the handiest, 
most modern selling aids available. You can actu- 
ally show our COMPLETE line in bright, original 
colors — without carrying bulky, hard-to-handle 
samples, without setting up in expensive show rooms. 


YOU'LL SELL MORE... YOU'LL MAKE MORE 
MONEY, when you add our florals to your present 
lines. Furthermore, you'll be working with a com- 
pany having a half century experience in the design, 
manufacture and sales of retail store displays. (No 
jobbers, please. ) 


Act Now. Write Today to 
BOX 3MN, CARE OF DISPLAY WORLD 




















C@RRESPONDENCE INSTRUC 


TION—-In Window Display. In op 
eration tor over 40 vears with over 
20,000 graduates in nearly every 
country in the world Write for 
cataloe. THE KOESTER SCHOOL, 
Koester Blde., 37'0-12 N. Cicero 
Ave., Chicago 40, II. 








MORE MONEY — QUICKLY 


It's easy to earn extra money with our ter- 
rific 1953 line of Wigs, Mannequins and 
Forms. No pioneering! 
sions! 


High commis- 
Can be handled with non-conflict- 
ing line or by itself. We're well advertised 
established. Choice territories are 
Write immediately if you are 
interested! (No jobbers, please). 


open. 


Address BOX 1AB 
Care of DISPLAY WORLD 





IF YOU KNOW 
SHOE DISPLAY 


design develop 


and 


to join an organi- 


and can and 


good shoe settings 
would like 
zation where good salary plus 
profit sharing is available 


with other future opportunities 


for advancement ... WRITE 
IN CONFIDENCE, | giving 
evidence of ability and state 


age and whether or not mar- 


ried, also military status ... 


THIS IS NOT A RETAIL 
STORE JOB mid-west 
location. 


Address Box 4LM 
DISPLAY WORLD 


Care of 








SALESMAN 
Te represent reliable Display 

Equipment and Decorative House 
Excellent future for reliable party. 
Pennsylvania, Ohio and West Vir 
ginia territories. 

ALPERN DISPLAY EQUIPMENT 
808 Penn Ave., Pittsburgh 22, Pa. 








PRINTASIGN 
MACHINE 


At a real saving — Model HA 
Hydraulic Printasign — purchased 
February 1951, used until April 
1952. Perfect condition. We have 


installed a locking device to pre 
vent tampering. Prints signs up to 
22x28 inches. Includes extra set of 
rollers, cleaning brushes, supply of 
ag ‘on other extras. Original cost, 


Bede, Kohn & 
Co. 


DISPLAY DEPARTMENT 
HOWARD & LEXINGTON STS. 
BALTIMORE 1, MD. 














FOR SALE 


Established Window Display and 
Mannikin Repair Business 


operating throughout Southern Con 
necticut. We sell display materials 
and fixtures, install backgrounds, 
trim windows, manufacture custom 
and rental props. Shop has wood 
working machinery and spray booth. 
Large stock of props. Must sell be 
cause of other interests. Reasonable 
price. 


Address Box 40P 


Care of DISPLAY WORLD 











|. Illimots and 


Western States. 
and upstate New 
(¢ xelu 


New 


keneland 


Pennsylvania 
Virginia 
Long established imp 


cli itl 


rte 





including 
ork specialty 
‘> 

a ittsburgh) 


and manutacturer of de 


SALES REPRESENTATIVES WANTED 


lexas ers, units and 
shops. 
theral drawings 
2 wins state experience 
ative artificial flow held in strictest confidence 


Address BOX 4EF, Care of DISPLAY WORLD 


display 


Marvland, Washington, DD. C.,, 


novelties for 


class 


high 


stores and 


department 


against commission for experienced men with good fol 
and references in first letter. 


All replies will be 









DISPLAY WORLD 




















WANTED 


Card Writer and 
Display Man 


with ability, for 
department store. Good work 
ing and living conditions in 
If you 


are looking for an interesting, 


the heart of Virginia. 


well paving, permanent posi- 


tion, this is it. Give age, de- 


sired salary, and all other 
helptul information and_ tele 
phone number in first. letter. 
Address Eox 4CD 
Care otf DISPLAY WORLD 


progressive 


SALESMAN WANTED 


To represent West coast firm with ex- 


clusive lines of seasonal and non-seasonal 


stock and custom displays. 


ritories open. 


Eastern 


Address BOX 4JK 
Care of DISPLAY WORLD 


ter- 








LINES WANTED 
Salesman seeking new and different 
seasonal display items and novel 
ties. Send descriptive tolders, com 
mission allowed, etc. to 

P. O. BOX 5102 
Seattle, Wash. 








FOR SALE 


LINE-O-SCRIBE 
Model MK 1422 C 


Less than two years old. 
Cabinet and ample type 
supply included with 
machine. Reasonably 
For sale by 
department 


priced. 
eastern 
store. 


Address Box 4DE 
Care of Display World 





SALESMEN 


Well-known 


one of the finest lines of func- 


manufacturer of 


tional and seasonal items has 


exclusive territories open in 


the southern states, middle- 
Kast and East-coast _terri- 
tories. 


Address Box 4IJ 


DISPLAY WORLD 


(are oft 


WANTED 


TOP NOTCH FLOWER 
AND SPRAY LINE 
For Fall and Xmas 


EXPERIENCED 
DISPLAY 
SALESMEN 
WANTED 


Opening on East and West 
coasts for two full time sales 
men to represent old well es 
tablished Middle West firm 
selling one of America’s top 
lines of exclusive decoratives 
and a comprehensive line ot 
every day staple items. 

Write tor interview giving 
complete details. All replies 




















WANTED Salesman to 
cover QOhio, Indiana, Michi- 
gan. Also one for Southern 
states. Complete lines. 


Address Box 4HI 
Care of DISPLAY WORLD 








WANTED 
PRINTASIGN 


or any other make, used. 
State price, make and 
amount of type in letter. 


JAY ANN SHOPS 


24-16 Broadway, 
Fairlawn, N. Jf. 





WANTED 
COMBINATION WINDOW 
TRIMMER AND ADVER- 

TISING MAN 


for Indiana department store 
in community of 30,000. Give 
age, expected salary, experi 


ence. [excellent opportunity 


Address Box 4BC 


Care of DISPLAY WORLD 


Covering several states with will be carefully considered 
men on road. Also good fix and will remain confidential 
ture line wanted 
Add Box 4GH Address BOX 4ST 
magne — Care of DISPLAY WORLD 
Care of DISPLAY WORLD 
Position Wanted Display Man 
with Fifth Avenue, New York City 
and 57th St. experience, Exceptional SALESMAN 
creative talent Desires connection 
as Display Mer Photos and sketches WANTED 
submitted upon interview. Med. to 
high fashion dept. store, no chain ; , 
or spec. stores. Address BOX 4FG Salesman with tollowing = in 
( are ot DISPLAY WOR] 1) Midwest wanted for estab 
lished display equipment and 
W A N T E D mannequin house wondertul 
Aggressive Sales and opportunity for right man 


Merchandising Representative 


to contact 


retail 


and 


wholesale 


stores and business firms in Middle 


for display, 
ity to sketch 
presenta 
is essen 


West. Our product is plywood fix 
tures and case work 

sales and storage. Abii 

and detail outstanding 

tions and sell them 

tial. Man selected will service old 


accounts and develop new ones for 


natonal 
ground, 
pected 


ly 


reterences 
Im your 


Opening 


for man who can qualify 


will he 


( are 


known firm 
letter 
and excellent 


ield in confide 


Address BOX 


of DISPLAY 


and 


(sive back 
salary x 
[Immediate 


opportunity 


Replies 
nce 
4AB 
WORLD 


Address Box 4RS 


DISPLAY WORLI 


(are ol 


) 














Exp. Display Salesmen Wanted 


by well est. firm to handle hottest 
and most complete line in the field 
New novelties supplied weekly. No 
dead wood! Protected territories 
open in Baltimore, Washington, 
New York State, New England, 
(sreat Lakes, Middlew: st. North 
west and West coast \ddre BOX 
4PQO. care of DISPLAY WORLD 


SALESMEN 
WANTED 


lor top line of display fabrics, 


papers, novelties. New Yor 
(itv and New England terri 
torv. Salary and commisstot 
excellent opportunity 
young man with 
following 


Park Lane Fabrics Co. 


45 East 30th Street 
New York City 16 


tor 
without 


\ 














FOR SALE 
50th Anniversary Cake 


28 feet around, & feet 
diameter, 6 feet 6 inches 


high. Lighted. 


Kobacher Furniture Co. 


324 Summit Street 
Toledo 4, Ohio 


DISPLAY MANAGER 


14 years experience Accustomed 
to high grade windows and inter 
Ors Married, reliable, very best 
oT reterences 

Address BOX 4NO 


of DISPLAY WORLD 


{ ite 


Disp'ayman Wanted 


youny 
trimmeyt 
lar priced 


experience, 


pecte | 


RO 


man to 


Sal 


Wot I 


department 
present sal 
! 


kK xperienced 
as window 


in medium sized and popu 


state 
and ¢x 


store 


ary 


BERT SCHULTZ 


c/o Schultz & Co. 


Terre Haute, 


Ind. 














Position Wanted—A competent 

Swedish window trimmer 
desires position in U.S. Now in army 
until March 1954 and would 
position with tuture at that time 
(,00d recommendations Write to 


SOREN PELLBRING 
Hallgatan 16, Linkeping, Sweden 


Vea! old 


like 








WIG MAKER WANTED 


Steady 


ern Calitornia 


employment 


rormation. 


( are 


\« 
(>7 


Wr 
ldre SS Box 
DISPLAY 


in South- 
ite for in 


4MN 
WORLD 








USE THE 


Opportunity Exchange 
For any WANT AD 
purpose: 

e POSITION WANTED 
e POSITION VACANT 

e USED DISPLAY 
EQUIPMENT 
FOR SALE 

e REPRESENTATIVES 
WANTED 

$4.00 Per Column Inch 

CASH WITH ORDER 








APRIL, 


1953 








87 




















Stensgaard Reelected 
By Point-Of-Purchase 

Officers and directors for the coming year 
were elected by the Point-of-Purchase Ad- 
vertising Institute at its seventh annual sym- 
posium and exhibit at the 
Chicago, March 31-April 2. 

W. L. Stensgaard, head of the Chicago 
firm of that name, was reelected president 
for 1953-54. Kdward K. Whitmore, chair 
the board. reelected: he 
is president of Oberly & Newell Lithograph 
Corporation, New York City. Walter J. 
Ash, vice-president of Consolidated Litho- 
graph New York City, con- 
tinues vear as first vice-presi 
dent. 

William Melish 
New York (¢ 
becomes second vice-president, and general 
chairman of the 1954 symposium which will 
be held in New York. Paul Godell, vice- 
president of the Arvey Corporation, Chicago, 
was reelected Western vice-president. J. 
Kingsley Gould and Harry Fenster, I. 
Fenster & Sons, continue in office as execu- 
tive secretary 

Several 
exccutives 
States 


Palmer house, 


man of also was 


( oF poration, 
for another 


Harris, president of the 


ity firm bearing his name, 


treasurer, respectively. 
and advertising 
from all parts of the United 
the in Chicago. 
Speakers and their subjects were as follows: 


and 
thousand sales 


atended symposium 
“How displays can make the point-of-pur- 
chase the greater sales,’ P. L. 
()’ Malley, Bottling 


plac c ot 


( oca-Cola (ompany, 


tures and displays most effective in super- 


Val S. Bauman, National Tea 
Company, Chicago; “How displays can help 
to sell self-service-minded shoppers,” Jack 
«+ Pettersen, Polk Brothers, Chicago; “How 
to make store displays a well-planned and 
effective part of the overall sales and adver- 
tising program,’ LD. H. Grigsby, Zenith 
Radio Corporation, Chicago; “How to plan 


markets,” 


and handle displays for greatest economy 
and results,” Gordon Ellis, Pet Milk Com- 
pany, St. Louis. 


Detroit Club Hears 
Advertising Man 

Harold Hastings, secretary-manager of 
the Detroit Adcraft Club, was the speaker 
at the April 7 meeting of the Detroit Dis 


play Club. His subject was “Display 1s 
Advertising!” The talk followed a dinner 
meeting at Fisher’s restaurant. 
Display Firm Announces 
Granting Of Patents 

Announcement has been made by C. Earl 


Brooks, 


\ssociates, 


Display 
granting 
the 
have 
Plastic 
boxes,” 


Arrow 
ot the 


sales manager, 
Philadelphia, 
of patents in with 
“Arrowflex” units. “Patents 
awarded to the Atlantic (Company 
for their ‘Flex-O-Wall’ he states: 
“features covered are complete visualization, 


firm's 
been 


connection 


rapid access to the merchandise, dust-proot 





to Arrow Display Associates for the ‘Arrow- 
plates’ used on these merchandising-in-depth 
cases.” 

The cases are available for use as count- 


ers, island, or wall units. 





Danish Display Factor 
Visits DISPLAY WORLD 

Among recent visitors to the of 
DISPLAY WORLD in Cincinnati was 
Jorgen Guldmann, an executive of Hinds- 
gaul, Ltd., well known mannequin and fix- 
ture manufacturing firm of Copenhagen. He 
is spending several weeks in this country 
on business and in addition to Cincinnati 
is visiting New York City, Chicago, San 
Francisco, Los Angeles and Mexico City. 


offices 





Gordon Keerns Rejoins 
Adler-Jones Company 

Announcement is made by Adler-Jones 
Company, Chicago, that Gordon D. Keerns 
has rejoined the firm’s staff. A veteran of 





22 years in display, he will divide his time 
as before between designing and _ sales. 
M. H. Luber Resigns 
Position With Killian 

M. H. Luber, display manager of The 
Killian Company, Cedar Rapids, lowa, 1s 


retiring on April 30 after being associated 


with the store for 38 years. During his long 








Chicago; “How displays can win greater lids and boxes, and minimizing of mark- association with the company Luber received 
attention for small items,” Ray Mee, West- down through minimizing of excessive’ more than 1,000 national awards for his dis- 
clox Division, General Time Corporation, handling when merchandise is shown by plays. His successor at Killian’s has not 
la Salle, Ill; “How to make display fix- salespersons. Patents have also been issued yet been announced. 
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DISPLAY WORLD 















WRITE 


for complete 


including prices and the name of 


your nearest distributor 


B. B. BUTLER MFG. CO., INC. 3150 Randolph St., Bellwood, III. 




















meal 


(and why is it important to you?) 


That tiny circled ‘'R"’ protects you. It signifies that ‘‘PEG-BOARD"’ is the regis- 
tered trade-mark of the B. B. BUTLER MFG. CO., INC., used to designate 
its products. It means that when you see the name ‘‘PEG-BOARD"' on a sheet 
of panelling or a package of fixtures you can be sure you have the genuine 


article . . . designed by a display man for display men. 
Whether your display problem is crowbars or cologne . . . griddles 
or girdles . . . the versatility of genuine ‘‘PEG-BOARD" equipment gives 


you the ideal solution. Look for the name, ‘‘PEG-BOARD"’ to be sure you 
have the best and the original. 








descriptive literature 


PEGBOARD 
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Darling's Plastic Mannequins Face Supreme Test! 


There has been a lot of big talk and lavish claims about the durability of this and that plastic 
mannequin ... but only Darling can say that theirs have been put to the real supreme test. 
Fifty of them were used as human counterparts in the recent “A” bomb test at Yueea Flat. 
Nevada. 

The results had a moral of sorts for users of mannequins . . . if Darling's all plastic 
figures are ever subject. in a store, to the kind of treatment it took to damage them at Yucca 


Flat . . . look out brother ——- mannequins will be the least of your worries. 


However. if you are interested in seeing America’s top line of All-plastic Misses. Juniors. 
' = | I 


or Children .. . write for FREE brochures, or see your Darling Displays Distributor today! 


DISTRIBUTORS IN MOST PRINCIPAL CITIES 


4 “ L.A. DARLING COMPANY, BRONSON, MICH. 
NEW YORK CHICAGO LOS ANGELES 
47 W.34thSt. 222 W. AdamsSt. 511 W. Olympic Bivd. 





